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Rough Proofs 


Chevrolet says, “Steel alone is not 
enough,” and Henry Ford comes 
right back with “That’s what we 
thought before we learned better.” 
Who was it said the industrial re- 
covery act would tone down compe- 
tition? 

. - F 


Standard Oil’s new gasoline is 
wine colored, thus taking advantage 
of growing popular sentiment in favor 
of the products of grain and grape. 

vv¥#sey? 


Standard Oil believes that gasoline 
copy has been so blatant of late that 
understatement is now necessary to 
public belief. That’s why the new 
product is described merely as a 
“superfuel.” 

vvy 


Charles Dana Gibson is going to 
judge a Gibson girl contest for Gib- 
son Refrigerator. Can he recognize 
the type minus shirtwaist and sailor 
hat? 

vvy 


Fortune is now promoting its busi- 
ness articles as being “solidly docu- 
mented.” Sounds like more competi- 
tion for the Congressional Record. 


a 


By unforeseen poster position, 
Buick’s dog was given a hot chase in 
Dayton last week by the Silver Flash 
rabbit. It used to take more than 
gasoline to start a rabbit after a dog. 

yvwY 


The brushless shave is more than 
forty years old, the J. B. Williams 
Company confides. For some reason, 
though, nobody ever heard of it until 
Barbasol started to advertise. 

» 2 | 


C. L. Youmans, New York agency 
executive, made a brilliant airplane 
rescue of a yachtsman foundering in 
the Sound. Poetic justice demanded 
that he be an advertiser. 


> VF 


Secretary Wallace thinks that co- 
operative advertising of farm prod- 
ucts is wasteful because there’s a 
limit to the capacity of stomachs. 
The principal limit nowadays is that 
imposed by the owner of the stom- 
ach. 

vv¥seey? 


And now S¢hlitz is trying to get 
the beer-drinking public all steamed 
up over enzymes. Better tell the 
brown bottles story over again. 


. FF ? 


Amos ’n’ Andy were temporarily 
banned by Canada broadcasting au- 
thorities for commenting on John 
Bull’s recent failure to pay his war 
debt instalment. The Dominion must 
be using the English brand of humor 
this year. 

vvy 


“Whiteman’s Burden” tells the 
story of Paul Whiteman’s 113-pound 
deflation. The only sad feature is 
that the Kraft Phenix-sponsored star 
attributes his colossal decline to six 
products of General Foods. 


7 F F 


Wonder bread, Continental Baking 
asserts, helps women to reduce with- 
out loss of pep, and presents some 
beautiful models to prove it. If that’s 
the way they got those figures, the 
bread was well named. 


oe: 


Rough Proofs credited the dog-and- 
flea wisecrack to Mark Twain; one 
reader asserts it appeared in “David 
Harum,” and another is equally posi- 


tive that “Eben Holden” should get 
the credit. Boy, page the public 
library! 


Copy Cus. 


ON COMMITTEE 


Turner Jones, vice-president, Coca- 
Cola Company, one of the prime 
movers for an outdoor circulation 


auditing system, who has been 
named a director of Traffic Audit 
Bureau. 


TRAFFIC AUDIT 
BUREAU IS SET 
UP FOR OUTDOOR 


Three Associations Join in 
Movement 


New York, July 27.—The creation 
of the Traffic Audit Bureau, which 
will control outdoor advertising cir- 
culation statements in the same 
manner that the Audit Bureau of 
Circulations functions in the publi- 
cation field, was announced here to- 
day by Stuart Peabody, president of 
the Association of National Adver- 
tisers, who has been named chair- 
man of the Bureau. 

Hailed as an outstanding achieve- 
ment in cooperation between the 
buyers and sellers of advertising, 
the Bureau is the outgrowth of tech- 
nical studies conducted the past two 
years by the Albert Russel Erskine 
Bureau for Street Traffic Research 
at Harvard University under the 
sponsorship of the Association of Na- 
tional Advertisers and the Outdoor 
Advertising Association of America, 
Inc. 

The Traffic Audit Bureau has re- 
quested Dr. Miller McClintock, direc- 
tor of the Erskine Bureau, to serve 
as its auditor. To this end, he has 
organized a Traffic Audit Division in 
the Traffic and Transport Associates, 
Inc., Chicago, of which he is techni- 
cal director and Arthur R. Burnet is 
general manager. 


Directors Are Chosen 


Directors of the Bureau include 
Mr. Peabody; Turner Jones, Coca- 
Cola Company, Atlanta, Ga.; Lucien 
P. Locke, Ethyl Gasoline Corpora- 
tion, New York; Robert J. Flood, 
Gulf Refining Company, Pittsburgh; 
Kerwin Fulton, Outdoor Advertising, 
Inc.; George Kleiser, Foster & 
Kleiser, San Francisco, president, 
Outdoor Advertising Association of 


(Continued on Page 20) 


New York, July 28.—The board of 
directors of the National Publishers 
Association has approved a code of 
fair practices for the periodical pub- 
lishing industry, drawn up by a spe- 
cial committee in conformity with 
the national industrial recovery act. 
Provision is made for the organ- 
ization of the Periodical Publishers 
Institute, and a call has been sent 
out to 5,000 periodical publishers 
throughout the country, including 
agricultural publications, business 
publications, magazines and relig- 
ious and fraternal publications, to at- 
tend a meeting in the grand ball- 
room of the Pennsylvania Hotel in 
New York next Friday, Aug. 4, for 
the purpose of approving the code 
for presentation to President Roose- 
velt. 

The code provides for hours of la- 
bor, minimum wages, etc., and like- 
wise covers operating practice with 
reference to subscriptions and adver- 
tising. Emphasis is laid in the code 
on the necessity of providing audited 
reports of circulation to advertisers, 
of avoiding rebates, enforcing short- 
rates, and eliminating unfair com- 
petitive practices. The code provides. 
for the establishment of an‘ organ- 
ization to investigate violations and 
if necessary report them to the At- 
torney General of the United States 
for action. 


Committee Formed 


The organization committee for the 
institute, appointed by the National 
Publishers Association, is composed 
of S. R. Latshaw, Butterick Publish- 
ing Company, chairman; Mason Brit- 
ton, McGraw-Hill Publishing Com- 
pany; W. D. Fuller, Curtis Publish- 
ing Company; Arthur S. Moore. In- 
ternational Magazine Company; P. 
FE. Ward, Farm Journal; F. L. Wurz- 
burg, Conde Nast Publications; Mar- 
vin Pierce, McCall Company; Roy 
Larsen, Time, Ine., and Fritz J. 
Frank, United Publishers Corpora- 
tion. 

In its call to publishers to attend 
the meeting Aug. 4 or to send prox- 
ies, the organization committee ex- 
plains: 

“It seems not only advisable, but 
requisite that an appropriate code 
should be presented for approval to 


N. P. A. Drafts Fair 
Practice Code; Asks 
Publishers’ Approval 


RALLYING POINT 


MEMBER 


Red, white and blue emblem of 
national recovery administration 
which will be used to designate 
those accepting provisions of the 
administration's blanket code. 


the President of the United States at 
the earliest possible time. 

“Initiative in issuing this call was 
taken by the directors of the Na- 
tional Publishers Association, -who 
appointed an organization commit- 
tee. Counsel was employed and a 
draft of the code was prepared for 
submission to the meeting of the ap- 
proval of publishers. 

“It is manifestly impracticable to 
propose a uniform system of ac- 
counting and cost keeping for the 
purpose of effecting a system of uni- 
fication in prices. 

“It is hoped that the draft of the 
code and the by-laws of the organ- 
ization set up for its administration 
will meet with approval, as_ safe- 
guarding the interests of all impar- 
tially at moderate cost, enabling our 
industry to continue our past envi- 
able record of cooperation and lead- 
ership with the constructive forces 
of America. 


Request Early Hearing 


“An early hearing at Washington 
has been requested and inasmuch as 
the administration requires that a 
large majority of the volume of busi- 
ness done in each industry be a 
party to the approval of the code, it 


(Continued on Page 23) 


Sample-Hummert, Inc., Chicago. 


effective today. 


units, effective Aug. 1. 


nounced a higher wage scale. 


Last Minute News Flashes 


Oxydol to Campaign With Colored Comics 
Cincinnati, O., July 28.—Oxydol will take full pages in colored comics of 
August 27 to make a new offer to children and grown-ups alike. 
represent the maiden effort of Procter & Gamble’s new agency, Blackett- 
A second page is being considered. 


This will 


Ethyl Announces Cut in Premium 
New York, July 28.—Ethyl Gasoline Corporation used large space today 
in newspapers in many metropolitan centers to announce a reduction in 
the premium for this gasoline from three cents to two cents a gallon, 


Chevrolet Boosts Pay 15 Per Cent 


Detroit, Mich., July 28.—William S. Knudsen, president, Chevrolet and 
Oakland motor companies, has announced a 15 per cent increase in 
hourly wages for approximately 40,000 employes of these General Motors 
Wages of salaried employes getting less than 
$1,800 a year will be boosted 10 per cent. 

Other General Motors units have announced similar increases, while 
Packard Motor Car Company and Nash Motors Company have also an- 


ADVERTISING IS 
ASKED TO AID IN 
RECOVERY EFFORT 


Gen. Johnson Seeks Help 
in Nation-Wide Drive 


New York, July 27.—Gen. Hugh 8. 
Johnson, NIRA administrator, calls 
upon all forms of organized advertis- 
ing to help carry the battle against 
depression into “every city and ham- 
let” in a letter received and made 
public today by Edgar Kobak, presi- 
dent of Advertising Federation of 
America and vice-president and gen- 
eral sales manager of the McGraw- 
Hill Publishing Company. ~ 

Copies of General Johnson’s com- 
munication were forwarded, together 
with a memorandum outlining meth- 
ods by which advertising men and 
women can aid in the recovery pro- 
gram, by President Kobak to na- 
tional advertising and merchandising 
associations affiliated with the Adver- 
tising Federation and to others of 
such groups not affiliated; to every 
advertising club in the United States, 
whether affiliated with the federation 
or not, and to the board of directors 
of the A. F. A. 


“Phe advertising men“ and women 


of America are a crucial element in 
the drive which we are making to 
‘sell’ the National Recovery Act all 
over the United States,” Gen. John- 
son wrote. “This administration is 
looking to your organization to do 
its early and definite part to carry 
the battle against depression into 
every city and hamlet. It is my ex- 
pectation that advertising will ac- 
cept this duty and will organize it- 
self on a national scale through ex- 
isting and also new advertising clubs 
and associations. 


Advertising Has Two Parts 


“National prosperity will be ac- 
complished when all American indus- 
tries find purchasers among those 
whose wages and incomes have been 
restored to them through the opera- 
tions of the industrial recovery act. 
Advertising must play two important 
parts; first, in bringing about the 
purchasing of goods which is the 
proper reward to those industries 
which cooperate with us, and sec- 
ondly, by asking every employer to 
sign the President’s Reémployment 
Agreement. 

“Every form of advertising can 
help: newspapers, magazines and 
business papers, radio, outdoor pub- 
licity and direct mail advertising— 
so please organize yourselves for that 
task now.” 

In announcing receipt of the letter 
from the national recovery admin- 
istrator, Mr. Kobak said: 

“The advertising and selling inter- 
ests of the country are glad to assist 
in the nationwide campaign to in- 
crease and spread purchasing power. 
Advertising is useful in selling ideas 
as well as commodities and at this 
time can demonstrate its sales ability 
if properly used. 

“Facts must be put squarely to em- 
ployer and consumer. The truth 
must be told in definite language and 
an appeal made to every individual 
to do his or her share, based on the 
exact situation as it stands today. 

“It is one thing to put more money 
into the pockets of more people, but 
the hope of the country depends 
upon money in motion. Business 
must use honest selling and advertis- 
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ing methods to sell goods and to get 
more money in action. Otherwise, 
there can be no steady recovery. Ad- 
vertising sees an opportunity to 
serve at this time and welcomes 
that opportunity.” 

In the memorandum sent to units 
and individuals within the ranks of 
organization advertising, Mr. Kobak 
points out that local advertising 
groups will work closely with Cham- 
bers of Commerce in spreading the 
recovery movement. 


Outlines Status of Codes 


The memorandum sets forth the 
following facts about codes as they 
bear on advertising: 


“The main idea in Washington is 
to get the blanket code adopted by 
everybody and that is where the local 
advertising club and the publicity 
work are needed the most. Next, 
they want a continuation of the ef- 
fort on the vertical codes—the codes 
from the agencies, the publishers, the 
outdoor group, etc., and it is up to 
each of these groups to work directly 
with Washington. As to an adver- 
tising code, they are not interested 
in such a code at the present time. 
They prefer that we put our efforts 
on the blanket code and the indi- 
vidual vertical codes. However, we 
are working on a general advertising 


code which will be submitted to ad- 
vertising groups some time in Sep- 
tember or October. 

“General Johnson’s interest does 
not extend greatly to any hurry on 
a general advertising code. He wants 
to get people employed and to estab- 
lish higher minimum wages. He 
asks and hopes that the advertising 
men and women will lend their ef- 
forts toward helping to sell goods. 
It is one thing to put money in the 
pockets of people. It is another 
thing to take it out again, and that 
is where advertising people can help. 
The best answer to the recovery 
problem is ‘money in motion.’” 


Lorton Gets Beer 


The first case of legal beer deliv- 
ered in Tulsa, Okla., following recent 
legalization of the beverage in that 
state, was delivered to Eugene Lor- 
ton, publisher, Tulsa World, who was 
a leader in the fight to allow its sale 
in the state. The case was delivered 
by the famous team of six Clydesdale 
horses belonging to Anheuser-Busch 
Brewing Company. 


Coutlee’s New Work 


Douglas Wakefield Coutlee, for- 
merly with E. R. Squibb & Sons, 
New York, has joined Merck & Co., 
New York, manufacturing chemists, 
as director of advertising. 


JUVENILE RADIO 
PROGRAM BOOSTS 
GAS SALES 307% 


Skelly Develops Unusually 
Effective Tie-Up 


(Picture on Page 24) 

Kansas City, Mo., July 27.—Tying 
up an unusual juvenile radio pro- 
gram with a unique merchandising 
plan which assures frequent visits 
to the company’s filling stations, 
Skelly Oil Company has increased 
its sales almost 50 per cent in the 
past five months, while sales for the 
industry as a whole have shown a 
sizeable decrease during the same 
period. 

Keynote of the campaign is “The 
Air Adventures of Jimmy Allen,” a 
five-day a week, fifteen-minute serial 
appealing to young boys and girls, 
and especially those with an inter- 
est in aviation. 


ONE SURE WAY TO 
SELL PEOPLE 


* personal problems. Every up and 
coming, capital copy executive knows that. 
Witness why Thomas L. L. Ryan talks 
“Pink Tooth Brush” in the splendid Ipana 
messages; why Sara Birchall frankly dis- 
cusses specific ailments in her attention- 
getting Kellogg’s Kaffee Hag Coffee ad- 
vertisements, why Ruthrauff & Ryan do 
not mince many words in their sure-to-be- 
read “B.O.” stuff for Lifebuoy. 


All these experienced, skilled copy-writ- 
ing personages are fully cognizant of the 
pulling power of directing their sales mes- 
sages to pertinent personal problems. ‘The 
appeal is usually irresistible because peo- 
ple are selfishly interested in themselves. 
Always. That’s only human. 


No editor is more keenly aware of this 
than Bernarr Macfadden, the editor of 
Physical Culture Magazine. For some 35 
years now, he has been alert to the vital- 
ness of personal problems and family rela- 
tionships. The editorial pages of his 
magazine, Physical Culture, and his cor- 
respondence with readers have right down 
through the years welcomed frank discus- 
sions of problems, affecting health, child 
care, feminine hygiene, family relation- 
ships and similar matters affecting one’s 
social and business life. 


In every mail without fail, the editors of 
Physical Culture receive stacks of letters 
dealing with personal problems. Every 
one is answered, either through the discus- 
sion of the problem in the editorial columns 
or by correspondence. So many people— 
thousands and thousands—rely upon its 
editors to solve their particular perplexing 


Talk to them in terms of their own 


problems that Physical Culture today is 
fast becoming known as “The Personal 
Problem Magazine.” 


More than a quarter of a million people 
regard Physical Culture as a_ friendly 
magazine, always ready to help them with 
their intimate problems. A magazine 
whose editors they know instinctively will 
never let them down when they are seeking 
authoritative aid in reaching a decision on 
an important personal matter. 


That's why Physical Culture possesses 
an audience second to none in the entire 
magazine field for loyalty and responsive- 
ness. That’s the reason, too, that the cir- 
culation of Physical Culture is increasing 
—some 25%, increased newsstand sale for 
the July issue alone. Furthermore, the 
advertising pages of Physical Culture 
offer you the one sure way to reach and 
sell these responsive people. More than a 
quarter of a million families, who, when 
cultivated properly, will be just as loyal 
to your product as they are to Physical 
Culture Magazine. 


The first 30 episodes of the script, 
covering five weeks, are in the na- 
ture of a build-up for succeeding 
phases of the program, and relate 
the adventures of Jimmie Allen, a 
seventeen-year old messenger boy at 
an airport, in thwarting a robbery. 
As a reward for his efforts Jimmie 
is given a course in flying, this 
course furnishing the background for 
the next 30 episodes. 


Stations Brought Into Picture 

Here it is that the unusual mer- 
chandising tie-up developed by Rus- 
sell C. Comer Advertising Company, 
which is handling the campaign, is 
brought in. Jimmie Allen’s listen- 
ers are invited to take the course at 
ihe same time Jimmie does, and are 
requested to send in their enroll- 
ment on a stamped government post 
ecard which they may secure from 
their nearest Skelly dealer. 

The manner in which the enroll- 
ment cards are handled, requiring a 
visit to a Skelly station, is typical of 
the way all of the tie-up material is 
distributed. There is in no case a 
direct contact between Skelly and 
the listener, the contact invariably 
coming through the neighborhood 
service station. And since the young 
listener must be accompanied by a 
parent on each of his trips to the 
station, the opportunity for increas- 
ing sales of the Skelly dealer is evi- 
dent. 

With the listener enrolled in the 
“flying school,” the radio program 
swings into its second phase, in 
which a complete ground course in 
aviation, correct from every tech- 
nical standpoint, is presented. The 
“students” are supplied with six 
flight lessons, culminating in a “final 
examination,” and, as in the case of 
the enrollment cards, these are sent 
to the nearest Skelly station, from 
which they must be picked up by 
the youngster — accompanied by his 
parent. 

Model Plane Contest 

The third phase of the program 
takes the form of a model “Blue 
Bird” building contest, with plans 
being supplied to the audience 
through the neighborhood station, as 
before. Only those listeners who 
have successfully completed’ the 
“ground course” are eligible for this 
competition, which culminates in a 
contest sponsored jointly by Skelly 
and local civic groups in each com- 
munity, with the winner being 
awarded a one-week airplane trip to 
the world’s fair in Chicago for him- 
self and one parent. 

The “Air Adventures of Jimmie 
Allen” was first presented over sta- 
tion WDAF in Kansas City Feb. 27, 
and shortly thereafter was extended 
to KVOO, Tulsa, Okla., and KLZ, 
Denver, Colo. 

To test the pulling power of the 
program during its first phase, a jig- 
saw puzzle picturing the Kansas City 
airport with Jimmie Allen and his 
friend Speed Robertson climbing into 
Speed’s Blue Bird racer, was offered 
in Kansas City, Tulsa and Denver, 
during the third week of the pro- 
gram. 

In Kansas City station records for 
mail response were broken four days 
in succession, with a total of approxi- 
mately 16,000 letters, and similar re- 
sults were achieved in the other two 
cities. Following the carefully laid 
merchandising plans, listeners were 
required to include the address of the 
nearest Skelly station in their re- 
quests, and the puzzles were then 
forwarded to these stations, the lis- 
teners being sent an order to pick 
them up. 

Encouraged by these results, the 
company immediately extended the 
program to KFAB, Lincoln and 
Omaha, Neb.; WOC-WHO, Des 
Moines and Davenport, Ia.; WCCO, 
Minneapolis; WTMJ, Milwaukee; 
KMOxX, St. Louis; and KFH, Wichita, 
Kan., thus securing an audience in 
most of the states in which Skelly 
products are distributed. 


Results Are Surprising 


When the Jimmie Allen flying club 
was introduced, in conjunction with 
the second phase of the program, re- 
sults continued to astonish the spon- 
sor. In Kansas City over 8,000 ap- 
plications were received within five 
days. Between 60 and 70 per cent 
of the parents who drove to stations 
with their eager youngsters pur- 


chased gasoline or oil, station opera- 
tors reported, with the result April 
sales by Skelly dealers in Kansas 
City broke all records for a single 
month, and May sales in turn bet- 
tered the April mark. 

Some idea of the enthusiasm with 
which youngsters greeted the oppor- 
tunity to learn something about fly- 
ing may be gathered from the fact 
that when the radio program reached 
the model plane building contest 
stage, in which only those who had 
completed the “ground course” were 
eligible, more than 40,000 boys ana 
girls in Kansas City and its environs 
alone were eligible to enter the plane 
building contest. 

The interest which the program 
developed among girls was one of the 
highlights of the campaign, and wag 
attributed not only to the girl inter. 
est developed in the script, but algo 
to the increasing interest in aviation 
among members of this sex. 

The model plane contest assumes 
the aspect of a civic affair in each 
community where the program is 
heard, with civic organizations, often 
the local chamber of commerce, co. 
operating with the Skelly Oil Com- 
pany in staging the event, and offer. 
ing many prizes in addition to the 
capital prize of a trip to Chicago. 

To back up the radio promotion, 
small notices were run in local dailies 
in each of the eleven cities in which 
the program has been heard for three 
days in advance of the initial broad- 
cast, and stations have been supplied 
with point-of-purchase material, in- 
cluding a large banner inviting the 
public to join the Jimmie Allen Fly- 
ing Club. 

A Timely Subject 


“The marked success of the Skelly 
program can be laid to two funda- 
mentals,” an executive of the Comer 
agency said in discussing the cam- 
paign. “In the first place, the Air 
Adventures of Jimmie Allen deals 
with a subject in which every grow- 
ing boy and a surprisingly large num- 
ber of girls, are tremendously inter- 
ested, and in the second place, the 
merchandising angle was so con- 
structed that immediate and tangible 
results were achieved. 

“No subject is of such entrancing 
interest to the youth of the land as 
aviation, and so far as I know, no 
radio program has ever presented its 
listeners with so much valuable in- 
formation, at the same time keeping 
its lessons so well interspersed with 
a plot of real interest that it held a 
large audience from beginning to 
end. 

“The instruction given the listeners 
in the course of the program is au- 
thentic from every standard, the 
script having been written by Rob- 
ert M. Burtt, former aeronautics 
commissioner of the Kansas City 
Chamber of Commerce, and Wilfred 
G. Moore, both of whom are expert 
pilots and well known in aviation 
circles. 

“Captain Moore has been identified 
with aviation since 1917, when he 
was a member of the British Royal 
Flying Corps in France. In 1930 he 
set the world’s speed record and 
American altitude record for light 
planes, and while the speed record 
has since been bettered in Europe, 
he still holds the American records 
in both classes. 

“Lieut. Burtt also started his air 
career during the war, serving with 
the 26th pursuit squadron in France. 
He is the author of numerous short 
stories on aviation. 

“The model airplane contests also 
are authentic and valuable, and are 
conducted under the direction of 
Lieut. William A. Ong, contest direc- 
tor of the National Aeronautical As- 
sociation.” 


“Spirits” Appears 

Spirits, a monthly for manufactur- 
ers and wholesalers of spiritous liq- 
uors, will begin publication in Aug- 
ust. Spirits Publishing Company, 
New Bldg., New York, is the spon- 
sor. Harry Schwarzschild is editor 
and publisher, and E. F. Wright is 
advertising manager. 


Joins Knoble Organization 


J. G. Nemethy, formerly with Hop- 
craft & Co., Detroit, and before that 
head of his own business, has joined 
Cliff Knoble Business Promotion 
Corporation, Detroit. 
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July 29, 1933 


ADVERTISING AGE 


@ The men who are leading business back to normal today are men who plan every detail 
of their business campaign in advance! For every advertising dollar they spend in 1933 they 
plan to get a full dollar’s return. These men realize that for the great majority of products 
the American family is their key objective... The copy they prepare is planned to appeal to 
this group... They place this copy in media which reach this group most effectively. 


YOU BELIEVE THE 
AMERICAN MAGAZINE 
SHOULD HAVE THE 
HEAVIEST INCREASE ? 


@ Today there is no one person who 
holds sole control of the family purse 
strings. 

No member of the family can be safely 
overlooked. No member can safely be 
cultivated to the exclusion of the others. 

For today, more than at any other 
time in the past fifty years, purchases 
are being made following discussion in 
“family council.” 

This new trend in family buying meth- 
ods—the family council method of de- 


merican 


@ 1800. Austria threatens on several fronts. Napoleon chooses to face her at a single point. 
Concentrating his troops, he surprises the Austrian army in Italy, cuts off their line of com- 
munication, and at Marengo wins a smashing victory leading to a successful treaty ...Once 
again Napoleon, greatest of all military strategists, demonstrates the success of that tested 
formula: first choose a key objective, then concentrate your forces on that key objective. 


1 DO. IT ENABLES US TO 
CONCENTRATE ON OUR 
KEY OBJECTIVE .. . THE 
FAMILY GROUP! 


termining purchases — emphasizes the 


importance of a great advertising me-— 


dium, The American Magazine. For this 
magazine neglects no member of the 
family group. It is edited to appeal to 
them all, father, mother, son, daughter. 
To more than 1,800,000 families, it has 
become a focal point of family life and 
discussion. 

The American Magazine allows you to 
concentrate on your key objective...inex- 
pensively, profitably and without waste. 


Magazine 


— irsl with | all the family 


CROWELL PUBLISHING COMPANY...NEW YORK 
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Research and Advertising Provide 
Expansion Opportunities 


The importance of research to 
the advertiser has been empha- 
sized before, and it deserves all of 
the significance which can be at- 
tached to it. The company which is 
doing a good research job is almost 
invariably an advertiser, if only be- 
cause it is constantly able to offer 
new and better things io the public. 

Research may also enable busi- 
nesses to grow in the future with- 
out the necessity of adding largely 
to their capital structure. The suc- 
cessful advertiser, with trade good- 
will and adequate distribution, can 
put new and improved products on 
the market and gain substantial sales 
for them, without difficulty. Re 
search to insure good products and 
advertising to get public acceptance 
for them represent an almost unbeat- 
able business team. 

B. C. Forbes recently quoted Clar- 
ence Francis, executive vice-president 
of General Foods, on this subject as 
follows: 

“Formerly new products were ac- 
quired through purchase of other 
food companies, generally through 
exchange of stocks. New products 
are now being created within the 
company itself—in its own labora- 
tories, factories and distributing 
systems. 

“The new product is soon flourish- 
ing nationally. The only expense is 
the usual cost of research and devel- 
opment, and the cost of introducing 
the new product into the already es- 
tablished selling outlets. 

“By 1929 General Foods had gath- 
ered more than twenty nationally 


advertised products into its line. No 
new stock has been issued since that 
time, yet the company had success- 
fully introduced several valuable new 
products. 

“About fifty new products are con- 
stantly under the microscope, or on 
the conference table or in trial mar- 
kets.” 

E. E. Taylor, former General 
Foods executive and president of the 
newly organized Foods Incorporated, 
confirms this expression. He was 
quoted in the July 22 issue of ApvER- 
TISING AGE as saying: 

“Contrary t@ the usual method of 
consolidating established organiza- 
tions with a record of sales and earn- 
ings, Foods Incorporated plans to 
acquire new products and develop 
them through advertising and the 
establishment of a national organiza- 
tion of brokers and salesmen.” 

This satisfactory method of build- 
ing larger and more successful busi- 
nesses is not of course limited to the 
‘ood products field. Every industry 
‘an apply it. And almost every in- 
dustry needs to employ the idea of 
esearch plus advertising, because in 
that way it can be assured of ability 
to change its line as demand changes 
and new competition appears. 

Research, as Charles F. Kettering 
says, shows you what to do after 
you can’t continue doing any longer 
the thing you are doing now—and 
advertising is the only possible way 
of getting rapid and economical pub- 
lic acceptance of the new program 
indicated by intelligent research 
work. 


Tell the Trade How to Sell It 


W. L. Roy, formerly sales manager 
of the Hickok Manufacturing Com- 
pany, has been studying sales meth- 
ods in retail stores, and has about 
come to the conclusion that retailers 
are depending too much on the ad- 
vertising of the manufacturers and 
themselves to do the sales job which 
should actually be performed through 
personal contact. 

A few years ago the retailer may 
not have been sold on the efficacy of 
advertising, but now, according to 
Mr. Roy’s analysis, advertising is 
oversold, to the point where the 
training of retail salespeople is being 
neglected. Everybody in the store is 
resting too comfortably in the serene 
belief that advertising will bring the 
customers in and persuade them to 
buy. All the salespeople need do is 
wrap the package and take the money. 

In trade publication advertising a 
great many manufacturers are de- 
voting much of their space to de- 
scriptions of their current consumer 
advertising and the effort to show 


dealers how easily their products can 
be sold. This is all relevant infor- 
mation, but, after all, it is only part 
of the story. Retail selling can’t be 
entirely an advertising operation— 
the stores’ own personnel must do 
their part if the sales process started 
by advertising is to be promptly and 
profitably completed. 

Trade_ publication advertising 
might well devote space to practical 
selling helps which will give the mer- 
chant and his salespeople specific 
material they can use in closing busi- 
ness. Shipments of merchandise 
should be accompanied by sales helps 
which will feature the talking-points 
and special merits of the goods. And 
manufacturers’ representatives call- 
ing on the trade should be encour- 
aged to see the salespeople as well 
as the buyers, to make sure that they 
are familiar with the story as it 
should be presented to the public. 

Advertising is a willing horse, but 
it should not be regarded as the 
whole team. 


Information 
for Advertisers 


The following documents may be 
secured without charge by an) 
national advertiser or advertising 
agency from the companies sponsor- 
ing them, or through ADVERTISING 
AGE. 


No. 513. Merchandising With Dis- 
play Containers. 

An interesting discussion of the 
use of display containers in secur- 
ing counter space in retail stores, 
together with full color reproductions 
of numerous unusual containers de- 
veloped by Einson-Freeman Com- 
pany. 


No. 514. Every Woman Leads a 

Triple Life. 

“Is a woman a creature of pleas- 
ure and romance? A purely domestic 
genius? An individual strictly con- 
cerned with beauty shops and coutu- 
riers? Or is she at intervals all three 
of these?” asks this attractive book- 
let describing the reasons for rear- 
rangement of McCall's Magazine into 
“three magazines in one.” 


No. 511. The Eyes of the World are 
on Chicago. 


An unusually interesting brochure 
published by General Outdoor Adver- 
tising Company, pointing out that 
A Century of Progress is providing 
much additional circulation for Chi- 
cago outdoor displays this year. One 
especially. valuable feature is the 
manner in which locations are 
spotted on a map of the city and 
tied up with actual photographs of 
the site. 


No. 507. Hearst’s International Com- 
bined with Cosmopolitan. 


A most unusual volume of over 460 
pages, printed in usual book format 
by Yale University Press, designed 
to portray graphically the amount 
and scope of the editorial material 
appearing in each issue of Cosmopol- 
itan Magazine. This book, perhaps 
a third larger than the average novel, 
contains the editorial material ap- 
pearing in the July issue of Cosmo- 
politan. 


No. 446. The Shadow of a Man, 


“There was once a Sacred Number, 
and its name was Eighty-five,” this 
booklet by Redbook Magazine asserts, 
pointing out that advertisers once 
thought 85 per cent of all purchases 
were made by women. “Today, the 
Sacred Number is losing its punch 
The true buying unit is The Family.” 
The attractive booklet contains re 
productions of the current series of 
advertisements in advertising papers 
which Redbook Magazine has used to 
stress this point. 


No. 510. How Beer Jobs are Being 

Installed. 

A book describing the selling and 
installing experiences of a Chicago 
dealer in plumbing fixtures in plac- 
ing bars and other dispensing equip- 
ment for retailers. Printed by Do- 
mestic Engineering. 


No. 462. Route List of Retail and 
Wholesale Grocers. 


A complete list of groceries in 
Louisville, arranged geographically. 
Also a route list of drug stores. Pub- 
lished by The Courier-Journal and 
Louisville Times. 


No. 459. Fawcett Women’s Group. 


An exhaustive and detailed analy- 
sis of the circulation, by cities and 
towns of over 1,000, and by counties, 
of True Confessions, Screen Book. 
Screen Play, and Hollywood, the pub 
lications which make up the Fawcett 
Women’s Group. 


No. 471. How Much for “Point of 
Purchase”? 


A concise and complete discussion 
of the part played by point of pur- 
chase material in the selling plan. 
with particular reference to the value 
of Neon signs. Published by Neon 
Products, Inc., Lima, O. 


THERE MAY BE A TYPOGRAPHICAL ERROR IN THE BOOK | 


—Chicago Tribune. 


Voice of the Advertiser 


Another Florida 


Fisherman Speaks 

To the Editor: Far be it from me 
to question Col. Baumgartner’s 
veracity or detract from his prowess 
as a fisherman, but the tarpon pic- 
tured on the back page of your July 
15 issue is the kind we use for bait 
down here. Your caption stated that 
“it is the largest tarpon caught in 
the guif this year.” It may be the 
largest caught in Texas waters, but 
not in the gulf, which is a pretty big 
place. 

This season, 1933, Dr. J. S. Burch 
of Nashville caught a 192-pound sil- 
ver king in Boca Grande waters of 
the gulf. Mrs. Craig Forbes of New 
York caught the largest landed by 
a woman, a 146-pounder, also at Boca 
Grande. 

The largest fish caught in Lee 
county waters on record up to the 
present time was caught by Edward 
Vom Hofe, maker of fine salt-water 
reels, of New York. This record tar- 
pon weighed 212 pounds. 

In the International Tarpon Tour- 
nament at Sarasota this year many 
fish exceeding 126 pounds in weigth 
were caught. I am not sure, but I 
think the first prize winner scaled 
around 145 pounds. 

All of which is purely by-the-way. 
If Col. Baumgartner really wants to 
land a big tarpon, he ought to come 
to Florida next season. 


CHARLES M. MCLENNAN, 
Editor and Manager, 
Florida Farm and Grove, 
Orlando, Fla. 


, 3? 


Koch Finds Answer to 


a Burning Question 

To the Editor: That criticism of 
the Chicago cops meant more than 
just that to me. It answered a burn- 
ing question. 

Just what does the average New 
Yorker think about after he crosses 
the Hudson and enters the trackless 
hinterland? Wistfully we on the 
outer fringe hope some little some- 
thing will be found worth while by 
these glittering visitors. 


Well, it wasn’t the fair or the 
stockyards, but there was some- 
thing, so we can be humbly thank- 
ful. They apparently have just a 
swanky time counting shad and pot 
bellies on our cops; and for variety 
they found the number of shirt tails 
hanging out and give extra points 
for constabulary wearing caps over 
the right ear. 


Never do we tire marveling. How 


do they get the time for these sophis- 


ticated pursuits and still carry out 
those big business deals they always 
tell us about? Or do they? 


Irvine V. Kocu, 
Irving V. Koch Company, Chicago. 


7 Ff 


Is Interested in 


New Printing Process 

To the Editor: In the July 22 

issue of ADVERTISING AGE you have a 

very interesting article headed, 

“Prints halftone on@rough paper in 

water color.” We are very much 
interested in this. 


We would like to see one of these 
proofs and learn more of this par- 
ticular reproduction because this is 
one of the things the writer is ex- 
pecting and inquiring of in the let- 
terpress field. 


I will greatly appreciate any in- 
formation you can give me in this 
direction. 

S. R. RINEHART, 


Advertising Production Manager, 
Hamilton Watch Company, 
Lancaster, Pa. 


(Editor’s Note: As indicated in 
the story referred to, this unusual 
technique was employed by Ameri- 
can Photo-Engravers Association in 
sending out invitations to its mem- 
bers for its annual conference. Fur- 
ther details may be secured from the 
office of the Association, 166 W. Van 
Buren St., Chicago.) 


7 Ff F 


Martin Defends the 


Minions of the Law 

To the Editor: Regarding W. L. 

Rickard’s statement in the July 15 

issue on coping with cops, I’d like 

to call attention to our policemen’s 
uniforms from a different angle. 


First of all, a man can’t be calm, 
collected and courteous when he has 
to swelter in our summer heat. 


You wouldn’t expect an Eskimo to 
come here in summer and work in 
his native clothes, so why expect the 
average policeman to wear leather 
puttees and a winter uniform in 
summer? 

I believe that if we had a long- 
trousered uniform made of cool ma- 
terial the men on the police force 
would be glad to wear a complete 
suit. 

And it would look much more ap- 
propriate for summer wear than our 
present mode. 

A. THOMAS MARTIN, 
Rapid Copy Service Company, Chi- 
cago. 
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ADVERTISING AGE 


READING ATTACKS 
NEW MARKET FOR 
ITS ANTHRACITE 


Reduced Freight Rates Give 
Impetus to Campaign 


Philadelphia, Pa., July 27.—Seeing 
in the recent reduction of freight 
rates on Pennsylvania anthracite to 
the middle west a golden opportu- 
nity to regain a once important 
market, Philadelphia and Reading 
Coal and Iron Company has launched 
an intensive sales and advertising 
drive on its Famous Reading 
Anthracite in this territory. 

Seizing the reduced freight rates 
as an opening wedge, the company 
promptly reduced the price of its 
product at the mine, and immedi- 
ately proceeded to convince middle 
western coal retailers that with the 
double reduction, hard coal could 
again be merchandised aggressively 
in a field where it had formerly sold 
over 10,000,000 tons on a competi- 
tive basis, but where in recent years 
the tonnage has dropped to some- 
thing like 2,000,000. 

The spirits of retailers were fur- 
ther raised by the appearance of 
advertisements, some as large as 800 
lines, heralding “a new deal for mid- 
western fuel users.” With a series 
of short paragraphs, each beginning 
with the phrase, “new low prices,” 
the copy pointed out: 


Price Is Stressed 


“The railroads have cut their 
rates radically. 

“We have reduced mine prices on 
Famous Reading Anthracite for mid- 
western shipment to the lowest fig- 
ure in years. 

“Our loyal Famous Reading An- 
thracite merchants are passing sav- 
ings along to their customers. 

“You can now enjoy all the bene- 
fits of hard coal heating—clean, 
healthy heat—even heat—smokeless 
and sootless heat—dependable heat 
from fires that are truly long-burn- 
ing. 

“If you have used hard coal in the 
past, you will welcome this oppor- 
tunity of using it now at greatly 
reduced prices. 

“If you have never used hard coal 
—now is the time to try it out. The 
present low prices, and its better 
heating qualities, make Famous 
Reading Anthracite the great value 
in the fuel field today.” 

Response to the drive has been 
“quick and voluminous,” according 
to officials of the company. Although 
the campaign has been running only 
a little over two weeks, dealer re- 
action and retail sales have been 
decidedly encouraging, with  re- 
sponses coming even from cities in 
which no Reading advertising had 
appeared for several years. 

The campaign is scheduled to con- 
tinue during August, and will prove, 
according to the company, that vol- 
ume business in coal can be achieved 
in mid-summer if the product and 
price are right, and the merchandis- 
ing is well handled. 


Jennings of “Fishing 
Gazette” Passes On 


George Elmer Jennings, 80, pub- 
lisher of the Fishing Gazette, New 
York, for 30 years until he sold con- 
trol in 1915, died last week. 

He continued as president of the 
publishing firm which issued the 
paper until three years ago and then 
acted as adviser to the staff. 

He started his career in New York 
at 19 as an editor of merchandising 
catalogs for R. H. Macy & Co. and 
other department stores. 


Baldwin Makes Change 


Harry C. Baldwin, formerly in 
charge of the Chicago office of Lit- 
tell, Murray, Barnhill, Inc., and Col- 
lege Publishers Representatives, Inc., 
has been appointed manager of the 
newly opened Chicago office of Na- 
tional Advertising Service, Inc. 


Three Decorating 


Firms Name Reese 


Rena Rosenthal, modern decora- 
tion and modern art, Carrillo Fabrics 
Corporation, and Barrie & Desmond, 
importers of wall papers, all of New 
York, have named Thomas H. Reese 
& Co., New York. 

Class magazines and direct mail 
will be used for the first account, 
class magazines and trade maga- 
zines for the second, and class maga- 
zines for the third. 


Baker’s New Work 


William R. Baker, Jr., for many 
years associated with Batten, Barton, 
Durstine & Osborn, Inc., in the New 
York and Boston offices, has joined 
Benton & Bowles, Inc., New York, as 
account representative. 


Byrne Bauer Joins Eden 


Byrne Bauer has been appointed 
advertising manager of the House of 
Eden, Inc., New York. A new cam-- 
paign on the company’s liquid dry 
shampoo is being prepared. 


Wrigley Copy 
To Incorporate 


N.R.A. Symbol 


Chicago, July 27.—The Wm. Wrig- 
ley Jr. Company has not only in- 
creased wages in accordance with the 
general code issued under the na- 
tional recovery act, but it has 
adopted the NRA badge of co-opera- 
tion in all of its advertising from 
coast to coast. 

This announcement was made to- 
day by Phillip K. Wrigley, youthful 
president of the big corporation. The 
company is believed to be the first 
to plan wholesale use of the symbol 
developed by the administration. 

Not only will it appear in news- 
paper, magazine and other types of 
advertising used by the Wm. Wrig- 
ley Jr. Company, but it will be used 
on letterheads, cartons, and even the 
famous wrapper for the numerous 


brands of chewing gum produced in 
the Wrigley factories. 

In spite of the fact that the com- 
pany is rushing all of these changes, 
the speed of the newspaper will prob- 
ably give it the honor of being the 
first medium to herald Wrigley’s 
close cooperation with the adminis- 
tration. Plans are being made to 
flash the symbol to newspaper read 
ers in the space which has long been 
used at the bottom of comic pages. 
This will be done as soon as the 
word is passed from Washington that 
all restrictions have been taken off. 

The Wm. Wrigley Jr. Company in- 
creased wages and shortened hours 
for all factory employes last Febru- 
ary. Wages have again been in- 
creased to meet the desires of the 
government. The new scale took ef- 
fect July 24. 


Sales Executives’ Speaker 

N. M. Ohrbach, president, Ohrbach’s 
Affiliated Stores, Inc., New York, 
will address the Sales Executives’ 
Club of New York Aug. 3. 


Starts “Beer News” 


Beer News, a monthly for brewers, 
will make its appearance in August. 
It is published by Asa Goodwin, 
president, A. & E. Goodwin Printing 
Company, and H. G. Heitzeberg, 
*ounder and formerly part owner of 
Meat Merchandising. Offices are at 
1706 Delmar Blvd., St. Louis. Fred 
R. Jones is Chicago representative, 
and Harley Mankin represents the 
paper in Cleveland. 


Reid Joins Dorland 


George I. Reid, formerly advertis- 
ing manager of American Travel 
Agents Magazine and recently as- 
sociated with W. W. Constantine, 
publishers’ representative, is now 
with Dorland International, Inc., New 
York. 


Two Appoint Grey 


U. S. Shine-Stik, Inc., New York, 
and the Equitable Paper Bag Co., 
Inc., Brooklyn, have appointed the 
Grey Advertising Service, Inc., New 
York. . 


Tennessee. 


fair-sex support. 


Liberalism. 


cation. 


= age has its irresistible forces meeting 
its immovable objects. 

From some tiny manger, a voice sweeps all before it. 
Only to crush itself against a ponderous Pilate. 

Yet history proves that Liberalism IS eventually 
irresistible; that Tradition is NOT immovable. 

Galileo was condemned to a horrible death for claim- 
ing that the earth circles around the sun. He won com- 
mutation to what amounted to life imprisonment by 
affirming on bended knee that his claim was false. 

(History has it that the great scientist promptly de- 
nied his denial—within the safety of his beard!) 

Yet, in spite of Galileo’s dissembling or the Inquisi- 
tion’s disembowelling, the earth does move. 


‘Beows, within this very enlightened age, the 
divinity of Man has been debated in a court of law in 


Omission of the word “Obey”’, even now, makes the 
marriage service into news. 

Still faintly echo the gasps that greeted the first cigar- 
ette smoking women advertising models. 

Yet Man continues to descend; wives persist in their 
claims to the protection of the Nineteenth Amendment; 
tobacco shares sneer at steels and rails in reflection of 


* 
Myortc safety, the greatest common denomi- 
nator of the masses, says, “Stick to Tradition.” 
But in this civilization, as in all that went before it, a 
smaller group reaches out for the eventualities of 


They are the youthful ones among us. Usually they 
are young in years. Always they are young in mind. 

They are the dwellers of the city. Sometimes their 
homes are far afield; but then, their spirits are within 
themselves centers of modernity, alertness and sophisti- 


Every new scientific theory; every new invention; 


every new product must find the sympathetic bosom of 
the Liberal. It is he who will first accept it; he who will 
fight for it against destructive anarchy as well as static 
reactionary; he who will carry it on past Inquisition, 
Pilate and Dayton, Tennessee, to the day when it will 
become, itself, Tradition. - 

In carrying the torch of Liberalism, the editors of 
Liberty have the joy of knowing that they are part of an 
irresistible force that is irresistible; rather than an 1m- 
movable object that is NOT immovable. 

Daring to print stories and articles that are part of 
Mankind’s newest thinking, they have gathered about 


They Made Aven Ga LILEO Say 
That the Earth STANDS STILL! 


them a two million mass of sympathetic supporters— 


Liberals all. 


While the world at large continues to clutch to itself 
the well worn ideas of Tradition, Liberty’s Liberal group 


looks ahead into the future. 


While the hosts of Man command recantation, two 
million modern Galileos here clamor to listen to the new 


voice that finds expression here. 


Today, Liberty offers to new authors, to new illus- 
trators, to new crusades, a vehicle to the minds of two 
million moving spirits. And these spirits are moving, for 
it is through their combined support that Novelty 
becomes Tradition. They are the leaders. They are the 
group from which all ideas must filter down to the rest. 
They, no less, are the market from whom discoverers in 
the solar systems of commerce must look for their first 


support. 


The advertising pages of Liberty, no less than the 
editorial pages, are the broad road down which new 


products may most easily move. 


The Liberal market is liberal in receptivity and liberal 


in spending. 


These, the Liberals of America, to whom Liberty is’ 
dedicated, may constitute the first phase in the trans- 
mutation of your product from a prophet’s dream to a 


profitable Tradition. 


the 


«uy 


Hon. ARTHUR R. ROBINSON 
U. S. SENATOR FROM INDIANA 


Member, Committee on the Fudiciary 
SENATOR ROBINSON writes TO LIBERTY: 


“c 
I READ Liberty regularly, and do not 
believe I have missed a copy during 
ast year. 
hile I donot always agree with the 
editorials that appear, I read them just 


the same. They are clear cut, to the point and forthright. 
“The magazine runs along the same lines. I think that 
is one of the reasons I like to read it. Much is said in 


few words. 


“I think your magazine serves a very decided need in 


the American community.” 


J. AMBROSE DUNKEL, Px.D., D.D. 


INDIANAPOLIS, INDIANA 


Pastor, Tabernacle Presbyterian Church, In- 
dianapolis. Member, National Council Pres- 
byterian Churches. Member, Board of Directors, 


Princeton Theological Seminary. 
Dr. DunkKet writes To LIBERTY: 


“*T reex that there is a big place for 
pular 


an aggressive, liberal and 


magazine in the journalistic world of America. 
“The things that have interested me in your magazine 
have been the straightforward way that you have dealt 
v with the problems that you have felt called upon to 


handle.” 
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ADVERTISING AGE 


WALLACE OPPOSES 


ADVERTISING OF 
SPECIFIC CROPS 


Cost of Distribution Too High, 
He Says 


Raleigh, N. C., July 25.—Henry A. 
Wallace, Secretary of Agriculture, 
went on record last night in an ad- 
dress before the American Institute 
of Cooperation as opposed to adver- 
tising of specific farm crops in or- 
der to increase consumption, on the 
ground that the effort merely di- 
verts demand from some other crop. 
The capacity of the human stomach, 
he insisted, is limited. 

Secretary Wallace also criticised 
distribution costs represented by 
advertising, improved packaging, 
ete., as a burden on the farmer as 
well as the consumer. He urged that 
the only sound plan from both an- 
gles is to limit production to cur- 
rent demand, thus providing reason- 


consumer as well. The chief mar- 
keting effort in the farm products 
field, he suggested, should have to 
do with studying consumer demand 
and producing the kind and char- 
acter of products most wanted by 
the consumer. 

Mr. Wallace dealt directly with 
the cooperative advertising of citrus 
fruits, the outstanding example for 
twenty-five years of successful mar- 
keting in the farm products field, 
and asserted that they too must 
control production in order to as- 
sure satisfactory prices. 


Has Blanket Authority 


The significance of the secretary’s 
discussion of advertising by the 
farm cooperatives lay in the fact 
that the agricultural adjustment act 
gives him power over the produc- 
tion and _ distribution of special 
crops, such as citrus fruits, cran- 
berries, vegetables, etc., as well as 
the basic crops. Hence he is in a 
position to determine marketing 
policies in these fields as well as in 
the production of basic crops now 
being dealt with specifically by the 
Agricultural Adjustment Adminis- 
tration. 

“As students of the cooperative 
movement well know,” said Secre- 
tary Wallace, “attempts by coopera- 
tive groups to raise prices by con- 


able prices for the farmer and the 


DECRIES CO-OP EFFORT 


Henry A. Wallace, Secretary of 
Agriculture 


trolling production have been made 
frequently during the past thirty 
years, but the attempts that might 
be called successful have been lim- 
ited to special crops, certainly not 


HAVE YOU 


really tapped 
THE 


Beer Equipment 
MARKET? 


The BEER EQUIPMENT DEALER Section of DO- 
MESTIC ENGINEERING offers to manufacturers of 
beer dispensing equipment complete coverage of Beer 
Equipment Dealers and Distributors, for, in addition to 
its regular distribution as a part of DOMESTIC 
ENGINEERING, it is distributed as a separate section 
to an additional group of dealers, such as store fixture 
dealers, refrigerator dealers, etc., who are interested in 
the sale of beer dispensing equipment. 


With the return of beer in April came an enormous de- 
mand for beer dispensing equipment from every village, 
city and state in the Union where the sale of beer was 
permitted. 


From every possible source came the tremendous call for 
equipment to slake the’ thirst of enthusiastic thousands. 


The market, potentially profitable, was thrown into a 
state of high confusion. Beer dispensers were inclined 
to call on the brewers for equipment, but brewers were 
satisfied with the work of making beer. Which left many 
beer dispensers high and dry as far as a source of supply 
for equipment was concerned. 


But DOMESTIC ENGINEERING had been keeping its 
readers informed, and the Plumbing Dealer, the logical 
outlet for this equipment, was already busily engaged in 
the preliminary steps which would bring an orderly 
business out of this maze of confusion. 

In its pages, DOMESTIC ENGINEERING had been 
carrying material pertaining to the selling, servicing and 
installing of this equipment and wide awake Plumbing 
Dealers had immediately swung into line. 

With the additional distribution the BEER EQUIPMENT 
DEALER Section is doing the job, therefore, of aiding all 
Beer Equipment Dealers to be competent, well-organ- 
ized outlets for beer dispensing equipment, requiring no 
more educational effort on the part of the manufacturer 
than the necessary knowledge of his particular equipment. 
Write for a copy of the BEER EQUIPMENT DEALER 
Section and information on sales possibilities in the 
plumbing industry for your beer dispensing equipment. 


Beer Equipment Dealer 
Section of 


DOMESTIC ENGINEERING 
1900 PRAIRIE AVE. CHICAGO, ILL. 


te the staples or to crops which can 
be grown in many regions. 
“Apparently the idea of raising 
prices by controlling production was 
not at all prevalent in the earlier 
stages of the cooperative movement. 
Instead, the first price objective of 
the cooperatives seemed to be to 
narrow the spread between the price 
the farmer received and the price 
the consumer paid. The first drive, 
in other words, was on the costs of 
distribution, and _ the _ battle-cry 
seemed to be, ‘Sock the middleman!’ 
All who stood between the producer 
and the consumer became suspect. 


Distribution Too Costly 


“That battle has not yet been won, 
nor will a victory ever come in quite 
the terms we first imagined. So 
long as we continue to grow wheat 
and meat a thousand miles from the 
consumer, and so long as we prefer 
fancy packages to plain ones, and 
tolerate advertising and sales costs 
frequently higher than the cost of 
raw material, our attempts to lower 
distribution costs cannot result in 
any sensational reductions.” 

After reviewing some of the un- 
successful efforts of the cooperatives 
during recent years to improve the 
position of the -producer of basic 
crops, Secretary Wallace continued: 

“The point to remember is that 
the necessity for controlling produc- 
tion became increasingly obvious, 
despite the failure of campaigns in- 
stituted by local groups or by na- 
tional agencies relying on nothing 
more than propaganda. Other meth- 
ods of raising prices, insofar as they 
succeeded, stimulated production and 
helped to amass our present sur- 
pluses. 

“Even groups which once thought 
themselves exempt from this prob- 
lem, because of the nature of their 
product or region, have had to con- 
template production control. Some 
of the citrus groups, I know, have 
come very reluctantly to the idea 
that they must control production. 

“They have become experts par 
excellence in controlling the deliv- 
ery of their production, but until 
recently they proceeded on the the- 
ory that there was no limit what- 
soever to the consumption of their 
fruits if they only advertised skil- 
fully enough to stimulate the appe- 
tites of the consumers. 


Portrays Vicious Circle 


“Ten years ago, in addressing the 
American Farm Economic Associa- 
tion, I had occasion to refer to the 
California citrus group as follows: 

“Tt is unthinkable that they 
should go on as they have been go- 
ing, setting prices so far above cost 
of production as to double and treble 
land values and at the same time 
bring in a constant stream of new 
production. 

“*The California cooperatives in 
the near future must surely either 
make an effort to control their pro- 
duction directly or else set their 
price so close to cost of  pro- 
duction that further expansion will 
largely be discouraged. 

“Of course, it may be that they 
will go blindly onward doubling and 
trebling the acreage of fruit crops 
and still inviting further expansion 
by setting unduly high prices. In 
that case, however, there will come 
some such sad day of reckoning as 
came to the rubber producers.’ ” 

Making the farmer better ac- 
quainted with the consumer of his 
products is one of the important 
jobs for the cooperatives, he sug- 
gested. 

“More and more it seems to me,” 
he said, “that the true reason for 
cooperatives is to bring the con- 
sumer closer to the farmer, and in 
a more vivid way. The great criti- 
cism that can be made of all our 
marketing agencies is that they have 
not reflected back to the farmer as 
promptly and uniformly as possible 
the changes which should be made 
in his production methods to meet 
the changes in consumer demand. 

“There is a tremendous job to be 
done in this field. The dairy cooper- 
atives have already accomplished 
some remarkable things, but results 
in the grain and livestock fields have 
not been very tangible. 

“The classic example, of course, is 
Denmark, and the commodity fre- 
quently referred to is bacon. Con- 
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sumer preferences and demand jy 
England, Denmark’s export market 
for pork products, have definitely 
dominated methods of production on 
Danish farms. 


“A Much Different Course” 


“This is a much different courge 
than to attempt to change consumer 
demand to fit existing production 
methods and output. The coopera. 
tives dealing with different commod. 
ities must remember that the size 
of the human stomach is limited, 
and that cooperative problems can. 
not be settled by advertising. 

“For a time it may be true that 
citrus fruits and dairy products can 
be substituted for the starches and 
mnmeats of the Middle West; maybe 
some of this substitution is wel] 
warranted; but campaigns to _per- 
suade consumers to eat more of this, 
that and the other cannot all be sue. 
cessful. 

“In recent years we have observed 
extensive campaigns by the Meat 
Board to stimulate meat consump. 
tion; for a time there were billboard 
campaigns extolling the merits of 
meat and bread. Again and again I 
have been told by different coopera- 
tives that solution of their problem 
consisted mainly in bringing to the 
attention of the public the merits of 
their particular products or brands, 
recent visitor who 
argued this, I suggested that what 
we really ought to do, then, is to 
endow a laboratory at Johns Hop 
kins for research in the possibilities 
of enlarging the human stomach. 


Needed Research? 


To my most 


“The problem of our cooperatives 
is of course much more difficult than 
Denmark’s, because of the variety of 
our producing areas and volume of 
output, if for no other reasons; but 
the obstacles are not insuperable. 

“Gradually we are accumulating 
information on the demand for the 
various grades and staple lengths of 
cotton, for instance, and it is not 
inconceivable that some day this in- 
formation may provide a basis for 
our cotton production plans and 
methods. 

“The Department of Agriculture 
has done some research on problems 
of this sort, and I hope it may make 
a great many practical contributions. 
Yet the field is open, it seems to me, 
for the cooperatives themselves. 
Working in close relationship to the 
Agricultural Adjustment Administra- 
tion, the cooperatives can come to see 
this whole process from farmer to 
consumer as one continuous process, 
the first phase capable of organized 
response to a change in the final 
phase.” 


“National Purchasing 


Agent” Is Launched 


The National Purchasing Agent, a 
new publication, will make its ap- 
pearance in August. It will be pub- 
lished by Rogreem Publications, Inc., 
623 E. St. Clair Ave., Cleveland, 
which also plans other publications 
in the trade and general field later. 

John S. Roney, formerly Cleveland 
manager for Time, Inc., is president 
of the new publishing company; R. R. 
Ricker, formerly vice-president of 
The Purchasing Agent, is advertis- 
ing manager; Donald D. Hogate is 
editor-in-chief; and Lee Merkel, for- 
merly with Penton Publishing Com- 
pany, is associate editor. 

George B. Howarth, formerly east- 
ern manager of Foundry and Abrasive 
Industries, is in charge of the east- 
ern office, at 50 Tekoa Terrace, West- 
field, Mass. Charles Peirsol is in 
charge of middle west advertising. 


S. N. P. A. to Award 
“Item-Tribune” Cup 


Because of inability to dispose of 
the cup offered by the New Orleans 
Item-Tribune for the composing room 
foreman making the lowest page 
cost record for the past eight months, 
Southern Newspaper Publishers’ As- 
sociation has decided to hold an ap- 
pearance contest and give the cup to 
the foreman of the paper making the 
best typographical showing on a 
blind date to be selected by Cranston 
Williams, S. N. P. A. secretary-man- 
ager. 

In awarding the cup, the commit- 
tee of judges, to be chosen by the 
president, will take into considera- 
tion the size of the field, facilities 
normal to such field, ete. 
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ular or spicy details, just a thorough interpretive 
story, for business alone. That’s why they handled 
news of NIRA in a really useful manner. 


Keeping up with NIRA, .  :s.%issoriss: ison 


to press Thursday night; it is in the mails on Friday. 
It brings news events to business as they happen— 
not weeks afterward. That’s why it has been able 
to keep its readers closely posted on the doings 


\ of NIRA. 

NIRA, technically known The readers of Business Week most probably have never anal- 
as the National Industrial yzed this magazine as we have here. They probably don’t know 
Recovery Act, has been with just what makes the paper what it is. They know only that they 
us some three months. But this need it and like it. And because they need and like it, they read 
brain-child of the Administra- it, they read it faithfully. And subscribe to it in increasing num- 
tion, already the most important bers. (Every day Business Week’s circulation is gaining. Today it 
business development of our gen- : numbers over 82,000—all key men. And this largest-in-2%-years 
eration, has lost no time in leading circulation is still going up). 


us all a merry chase. 
All of this has a meaning for advertisers: that for these key 


Codes... czars... public works . . . un- executives Business Week is the number one publication. It means 
fair competition . . . production allot- that these men, who command the most important businesses in 
ments . . . labor rates and hours. . . are America; who will influence the spending of billions of dollars 
being hurled at us with confusing speed and this year; who are able to buy not only what they and their 
continuity. Mr John Q Public may not feel families want, but in addition all the necessities of business 
it, but those men whose plants and fortunes —this greatest of all the nation’s markets—can be 
and business policies will be affected by this reached, as a group, first of all, through the pages of 
new industrial revolution are fully aware that Business Week. 


something big has taken place. 
Business Week offers you an interview with these 


“What's happening?” . . . “What does it mean to important men. That’s a challenge to your adver- 
business?” . . . “What does it mean to my business?” tising skill. Do an effective job in that inter- 
That’s what business leaders want to know—must know view and you'll find a response you've never 
—today. Where can they turn to find this information? thought advertising could bring. 


Newspapers have done a splendid job in covering NIRA, 

but after all is said and done newspapers can give the busi- 
ness executive only a strictly reportorial, day-to-day, written- 
for-the-general-public story. The task of interpreting news in 
the language of our business leaders falls rightly on the shoulders 
of the ‘general business” and “current events”’ press. 


And in this crucial test only one publication has been expert 
enough, thorough enough, specific enough and fast enough to do the 
job. Check us up on this if you will: Business Week has done the 
only exhaustive, helpful, timely, interpretive job of showing the 
executive just what NIRA means to HIM. 


We mention this not to boast that Business Week has scored a “‘scoop.” 
We mention it because it’s a good timely illustration of the type of 
publication Business Week is, and of why it’s such a necessary part 
of the week’s reading for the key men in business. 


BUSINESS 
WEEK 


First, Business Week is purely a journal of business information and 
interpretation. It is edited for business executives—and no one 
else. No wives, daughters, or grandchildren. No clerks or small-town 
merchants. Its readers don’t expect sport news or movie columns. 
They haven’t even the time to read success stories about their col- 
leagues, or their colleagues’ enterprises. That’s why there was more 
room in these pages to treat fully the case of NIRA. 


Second, Business Week’s editors are, 
to the last man, business-minded. They 
know their readers are the men /” the 
business battle, not the spectators in 


the grandstand. That’s why they talk 
the executive’s language—no spectac- 
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PARADES 


Reunion in 


Des Moines 


Atop the steel canopy over- 
hanging the entrance to The 
Register and Tribune building 
in Des Moines one noon last 
month stood two girls modishly 
frocked in white clicking at 
their comptometers till they 
had counted 3,495 young 
Iowans marching past with the 
ochre canvas bags from which 
they deliver Iowa’s justly 
famed newspaper. 


32,000 spectators acclaimed 
this blue-shirted, white trous- 
ered column the greatest army 
of newspaper carrier salesmen 
ever assembled. In the forest 
of banners swaying overhead 
one proclaimed: ‘4,331 car- 
riers deliver Register and 
Tribunes in 852 Iowa towns!” 
Another: “33,000 gain in cir- 
culation since 1929!” 


a 
Bees, 


Liaison OFFICER 
. 3495 clocked with bags 


Festivities began with a gu- 
bernatorial greeting, a preview 
in 3 theaters of “King of the 
Arena,” censored western 
movie; ended with an after- 


noon at the amusement park, 
free roller coaster, swimming, 
ice cream. Overhead droned 
the newspaper’s autogiro Good 
News III. 


In floats and costumes lithe 
sunburnt lads* depicted scores 
of features from Tarzan to 
Lippmann which make The 
Register and Tribune a vital 
organ in nearly a quarter mil- 
lion Iowa Homes where dwells 
some of the nation’s best pur- 
chasing power. 


Shrewd observers sensed that 
these carriers are the liaison 
officers between world happen- 
ings and Iowa customers. This 
realization is growing among 
national advertisers who eye 
the rich territory where The 
Des Moines Register and Trib- 
une keeps a daily rendezvous. 


*14 won college scholarships 
given annually by The Register 
and Tribune. 


RATE INCREASES 
SEEN AS RESULT 
OF RISING COST 


New York, July 27.—Recent an. 
nouncements by three leading maga- 
zine publishing houses that they can- 
not agree to accept advertising or- 
ders at current rates beyond specified 
dates have given prudent advertisers 
something to cogitate about. 

It is significant that all three 
houses making the announcement 
print their own publications, a prac- 
tice by no means general among big 
publishers. Consequently, these three 
are in a good position to foresee rises 
in production costs which will com- 
pel increased advertising rates. 

The first announcement was made 
July 10 by the Curtis Publishing 
Company, Philadelphia. It featured 
the fact that, for the first time in 
the history of the present genera- 
tion of advertising men, the company 
would not accept orders at current 
rates for a year in advance. The 
announcements were substantially 
the same for all its magazines. That 
for the Saturday Evening Post read: 


Sets Up Restrictions 


“Orders placed on or after July 
3, 1933, and prior to September 1, 
1933, will be accepted upon the usual 
terms and at present rates up to and 
including the issues of April, 1934. 

“Orders placed on or after Septem- 
ber 1, 1933, will be accepted at the 
rates prevailing at the time the or- 
der is received for a period of six 
months in advance of the issue last 
closed.” 

The Crowell Publishing Company’s 
announcement said simply that or- 
ders at current rates could not be 
accepted beyond specified issues, the 
dates of issue being approximately 
a year hence and varying according 
to publication, use of color and posi- 
tion. 

The rate deadline announced for 
the five McCall publications is also 
about a year away. The information 
was accompanied by the following 
paragraphs: 

“Owing to uncertainty as to fu- 
ture manufacturing conditions and 
costs, it has been deemed advisable 
to defer acceptance of any orders for 
McCall Company publications beyond 
the issues listed below excepting at 
the then prevailing rates. 

“Temporarily at least, orders for 
later issues than the above will be 
accepted on the basis of rates pre- 
vailing ninety days prior to the clos- 
ing dates of the particular issues 
specified on orders.” 

The advertising director of one 
of the local firms said that one rea- 
son why the announcement seemed 
advisable at this time was that they 
had just increased the pay of their 
production forces in accordance with 
the President’s recommendations. 


See Other Action 


A publisher who does not do his 
own printing said that by this time, 
in his opinion, most publishers would 
have taken the precautions employed 
by the three making announcements 
were it not for the fact that adver- 
tisers generally are operating on 
semi-annual, quarterly and_ even 
monthly budgets. He also pointed 
out that all publishers were subject 
to practically uniform cost condi- 
tions, due to cost clauses in printing 
contracts. 

“The situation indicates,” he con- 
cluded, “that term advertising can’t 
be kept on the bargain counter much 
longer.” 


Paper Going Up 


New York, July 27.—Publishers, 
direct mail users and advertisers 
generally are watching the paper 
market with an eagle eye, noting in 
the constantly soaring prices of this 
important element in advertising a 
premonition of rising costs for many 
types of advertising. 

With prices already advanced any- 
where from 25 to 30 per cent from 


SKIN CLINIC 


at 
AVOID 
SHAVING 
IRRITATION 
URGES SKIN 
CLINIC! 


ERIOUS skin trouble is traced to shaving 
by the Gillette Skin Clinic. This department, 


by an emiment ist, was 
because of the prevalence of disorders caused or ag. 
gravated by shaving. 


“Avoid irritation, if you would keep your skin clear 
and free from blemishes,” warns the Skin Clinic. 
“Irritation lessens the self-procective action of the 
normal skin and favors skin troubles. Be sure to use a 
sharp blade, because a sharp blade is not irritating to 
sormal skin.” 


“BLUE BLADE” is made to meet the 
skin specialises. It is extremely 
sharper than other blades examined 
method in a recent compeunve test. 

To avoid skin isritation—and enjoy a degree of 
shaving comfort you may never have experienced — 
we urge you to try the “BLUE BLADS”. Gullecte Safe 
Razor Company, Boston, Mass. 


Gillette 


BLUE —<f™ BLADES 


coqaes 
—23% to 42% 
photo-electric 


Current newspaper copy for Gil- 

lette Razor Company, featuring the 

Gillette Skin Clinic, “headed by an 
eminent dermatologist." 


the low point reached early in 1933 
for all kinds of paper, and the rising 
tide giving no indication of having 
reached the end of its possibilities, 
printers and publishers are antici- 
pating paper prices at levels equal 
to those of early 1929, and possibly 
higher, before many more weeks 
have passed. 

Paper prices generally reached 
their low point late in 1932 and dur- 
ing the early months of 1933. Since 
that time they have rebounded 
greatly, with increases being an- 
nounced at very nearly regular two- 
week intervals since early in May. 
Typical carload lot prices to the 
consumer for various types of paper 
are given below, with the low point 
given first, and the current price 
second: 

Newsprint, $36.50-$37—now $42-$44 
a ton; sulphite bond, $80—now $105 
a ton; enamels, $90—now $115 a 
ton; sized and supercalendared, $70 
—now $89 a ton; machine finish, $65 
—now $84 a ton; offset, $85—now 
$112 a ton. 


Code Limits Production 


Adoption of a master code for the 
industry, as well as supplemental 
codes governing various types of 
mills, is expected to further raise 
the scale of prices. Under the code 
tentatively drawn up for American 
Paper and Pulp Association, not 
only would hours of labor and wages 
be regulated, but production would 
be controlled and selling at less than 
a carefully weighted cost would be 
eliminated. 

The association’s code, as_ sub- 
mitted to the membership by Sidney 
L. Willson, president, this month, 
divides the country into three zones, 
for the purpose of fixing hours and 
wages: the central zone, including 
the states of Delaware, Maryland, 
Virginia, West Virginia, Kentucky, 
Tennessee, North Carolina, and the 
District of Columbia; the southern 


zone, including South Carolina, 
Georgia, Florida, Alabama, Missis- 
sippi, Louisiana, Arkansas and 
Texas; and the northern zone, in 


which the rest of the country is 
placed. 

Article two provides that “it shall 
be a purpose of this code to equalize 
production with demand. It is the 
intention of the American Paper and 
Pulp Association and of the divi- 
sional associations connected there- 
with to formulate detailed plans to 
accomplish such equalization.” 


Sets Definite Limit 


Pending the adoption of these de- 
tailed plans, the code provides that 
“no manufacturer shall operate in 
any field covered by this code at a 
greater ratio than is sufficient to 
maintain its stocks of products man- 


ufactured for sale at a level not ex- 
ceeding an amount equal in tonnage 
to the average of such of its stocks 
on the first day of the correspond- 
ing month during the years 1926 to 
1929, inclusive, with due allowance 
for new capacity.” 

The code also prohibits increases 
in productive capacity or shifting 
the production of machinery from 
one product to another without ten 
days’ notice to the executive com- 
mittee of the association and a li- 
cense from the President of the 
United States. 

Included in the code as _ unfair 
trade practices, and therefore pro- 
hibited, are selling goods below cost; 
discrimination in price; secret re- 
bates; commercial bribery; blanket 
contracts; special sales at reduced 
prices; dumping of surplus prod- 
ucts; and guaranteeing to sell be- 
low competitors’ published or known 
price. 


Advertising 
Continues to 


Work on Codes 


New York, July 27.—Spurred on 
by Washington and advertising lead- 
ers, most advertising organizations 
went to work on their national indus- 
trial recovery codes this week with 
determination to get somewhere in a 
hurry. 

The first lap of the race found the 
National Publishers Association in 
the lead. Its complete code, which 
is published elsewhere in this issue, 
was mailed to members today after 
being approved by directors and code 
committee. 

Other organizations had nothing 
to report, except that more or less 
progress was being made. 

Inquiry at the office of Wilfred 
Fry, president, N. W. Ayer & Son, 
Philadelphia, brought the informa- 
tion that he was not yet ready to 
make a statement as to the reaction 
of the advertising field to his sug- 
gestion that all advertising interests 
first draw up a code for the entire 
industry. 


Committee Meets Again 


One result of his invitation of July 
1, it appears, is that Adam Kessler, 
Jr., vice-president and treasurer of 
the Ayer agency, is participating in 
the work of the agency code commit- 
tee sponsored by the American Asso- 
ciation of Advertising Agencies. Sev- 
eral members of the committee met 
this week but no statement was 
forthcoming. 

Producers of advertising and in- 
dustrial films met at the Advertising 
Club of New York to consider the 
advisibility of organizing a national 
association of non-theatrical film pro- 
ducers and to formulate a code of 
fair competition in compliance with 
the national industrial recovery act. 

Various suggestions for the elim- 
ination of unfair trade practices and 
proposals for broadening the scope 
and improving the standard of busi- 
ness films were discussed. Many 
who could not be present expressed 
sympathy with the movement. 

William J. Ganz was elected chair- 
man of the meeting and Clinton F. 
Ivins was named temporary secre- 
tary. 

A steering committee to prepare 
initial plans for a code comprises 
William H. Lough, E. W. Castle, J. 
Alexander Leggett and the tempor- 
ary officers. 

Francis Lawton, Jr., W. G. Nichols, 
Don Carlos Ellis and the temporary 
officers were appointed a committee 
on organization and by-laws. 

The group will notify other non- 
theatrical film producers throughout 
the country of the steps they are tak- 
ing and ask for opinions and sugges- 
tions about the plans. Correspond- 
ence should be addressed to C. F. 
Ivins, the Pathescope Company of 
America, 33 West 42d St. 


Death Calls Baumgart 


William C. Baumgart, 45, part 
owner and manager of the Rose 
Company, Cleveland, died July 23 
after a long illness. A _ brother, 
Charles, vice-president of the Kellogg 
Company, Battle Creek, Mich., sur- 
vives. 


GENERAL MILLS 
OFFERS PREMIUM. 
OF SILVERWARE 


Minneapolis, Minn., July 27.—Put 
ting strong promotion back of its 
new premium offer of silverware in | 
exchange for coupons found in pack. © 
ages of Gold Medal Flour, Bisquick, | 
Wheaties, and Softasilk Cake Flour, 
General Mills this week used g 
spread in full color in the Saturday 
Evening Post to offer a teaspoon freg 
to readers, so that they might “start 
a set now.” 

“This lovely teaspoon (guarantee@ | 
for 35 years by the International — 
Silver Company, maker of Wm. Rog. © 
ers & Sons) is given free solely to — 


induce you to try Gold Medal ‘kit. 
chen tested’ 
nounced. 

The spoon is sent free when re 
quested on a coupon included in the 
advertisement, accompanied by the 
Gold Medal Silverware Coupon from 
a sack of Gold Medal flour. 

Having secured an attractive tea- 
spoon with little effort, the house 
wife who is anxious to make the 
most of this opportunity finds it 
slightly more difficult to fill in the 
set. 

To obtain additional spoons in the 
Wm. Rogers & Son Friendship pat- 
tern, two coupons and 15 cents or 20 
coupons alone are required; a fork 
is given for three coupons and 30 
cents or 30 coupons alone; a knife 
costs three coupons and 40 cents, or 
35 coupons alone. 


flour,” the copy an. 


30 Coupons Required 


A butterspreader, tablespoon, soup 
spoon, salad fork, or dessert spoon 
may also be secured for three cou- 
pons and 30 cents or 30 coupons 
alone. 

One coupon is packed in each 
package of Wheaties, Bisquick and 
Softasilk Cake Flour, while the 
smallest size sack of Gold Medal 
“kitchen-tested” flour also contains 
one coupon, and the largest sack con- 
tains ten. 

“This offers every reader of The 
Saturday Evening Post what is prob- 
ably one of the simplest and easiest 


silverware ever devised,” the copy 
says. “An opportunity that may eas- 
ily put into your home a silver serv- 
ice made by one of America’s fore- 
most makers of quality silverware 
—the International Silver Company. 

“Thus, this silverware is not to be 
confused with cheap ‘premium’ ware. 
On the contrary, it is the original 
Wm. Rogers & Son brand. It is guar- 
anteed for 35 years. It comes in the 
exquisite new Friendship Pattern. 
And is of the same high quality that 
you will find in the homes of many 
of America’s most distinguished 
hostesses.” 


M. F. Burns Promoted 
by RCA Victor Co. 


M. F. Burns, formerly division 
sales manager at Chicago for the 
RCA Radiotron Company and E. T. 
Cunningham, Inc., has been made 
merchandising manager of the RCA 
Victor Company, with headquarters 
at Camden, N. J. 

E. J. Hendrickson has been ap- 
pointed manager of manufacturers’ 
sales, with headquarters in the 
Stotts Bldg., Detroit. 


Orlando Heads Firm 
to Sell Bus Posters 


Advertising Space Corporation has 
been formed with offices at 56 West 
45th St., New York, to handle the 
space in the North Shore Bus Com- 
pany, which operates between Long 
Island points. 

Nicholas Orlando 
Milton Ensler, 
treasurer; 


is president; 
vice-president and 
Calvin Perley, secretary. 


Livers Quits I. Miller 


Arthur A. Livers, for the past 15 
years in executive positions with I. 
Miller & Sons, Inc., New York, has re- 
signed as advertising and merchan- 
dising manager. He has not an- 
nounced plans for the future. 


Jul 


ways of obtaining a complete set of © 
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These rapid-fire times set new standards, de- 
mand new methods in magazine making. 

Filled with surprise, drama, action, they im- 
pose unprecedented obligations on editorial 
enterprise and alertness. 

For years Collier's has been pioneering the 
new path in publishing. Dramatic, ingenious, 
timed-to-the-minute, it has refused to stand 
still or follow the worn highways of editorial 


arters 


nm ap- 
urers’ 
1 the 


tradition. 

From the innovations it has introduced, its 
open-mindedness and daring, has sprung a 
new editorial leadership. It has captured the 
interest and enthusiastic following of the alert, 


mm Land o 


By Winston Churchill 


collier’s 


wig, 


What, no: 
Butler? 


- By Damon . 
Runyon 


the coppers are stilt 
scratching their noddles 
over Mr. Justin Veeace 
whe died mddenty, Am, 
browse Hammer could ox 
sist them, Rut we do nut 
think he will de merch 
talking, for he is very tm 
+ mantic 


, 


Your Dollar’s Worth 


The Naiionat Weekly for August 5, 1933 : 


f Corn and Lobsters 


modern, fast-moving people whose tastes and 
needs are setting the pace of progress in every 
community. 

Last April, in the face of many uncertainties 
and discouraged thinking, it predicted the cur- 
rent business upturn. It was first to forecast 
President Roosevelt’s program for recovery. It 
secured and printed the first magazine interview 
ever given by Adolf Hitler. 

Every issue is made from the things of today 
and tomorrow rather than of yesterday. In the 
August 5 issue, George Creel takes you aboard 
the stream-lined, air-conditioned, aluminum 
trains that will soon pick you up and whiz you 


New ‘Lmues -Nzw OpzicATIONs 


along on rubber tires at a hundred miles an 
hour. Winston Churchill gives some impres- 
sions of modern America through an English- 
man’s eyes. Damon Runyon entertains with a 
brilliant short story. A searching editorial ex- 
plains “Your Dollar’s Worth.” 

High spots only, but typically and exclusively 
Collier’s. Alert, unexpected, fast-moving, the 
magazine of action. 

Go through this or any other issue and you 
will understand why Collier’s is the new mag- 
azine leader—and why its modern editorial in- 
terest makes it most effective for the advertising 
of today’s merchandise. 
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Denby Copy Is 
Unorthodox, But 
It Gets Results 


Evansville, Ind., July 27.—H. Fend- 
rich, Inc., manufacturer of Charles 
Denby and other well known brands 
of cigars, is having a lot of fun as 
well as a perceptible increase in 
business as the result of a small 
newspaper campaign which breaks 
all of the rules for writing effective 
copy. 

Each advertisement runs 40 lines 
or so and appears in a selected list 
of newspapers. Mitchell, Faust, 
Dickson & Wieland, Chicago, are 
handling the campaign. 

A typical advertisement which ap- 
peared in Chicago dailies, was run as 
a personal on the sporting page. It 
was addressed “To bald-headed man 
in striped pants I met at Streets of 
Paris yesterday,” and it said: 

“Please communicate. I'll tell you 
how to make hit with girls—throw 
away those black ropes and smoke 
Charles Denby 5c cigar. They are 
mild . . . all the young fellows like 
them.” 

The copy was signed by “R. P. W., 
Box 25.” 

This vein is maintained in all of the 


copy, in which newspapers collabo- 
rate by localizing the advertisement. 
Where the story is about a cigar 
butt being thrown from the fourth 
story of the public library, the news- 
paper is instructed to insert the 
proper name. 


Mickey Mouse Cone Is 
Introduced in Omaha 


Harding Cream Company, Omaha, 
Neb., unit of National Dairy Prod- 
ucts, has launched a newspaper cam- 
paign on Mickey Mouse ice cream 
cones, through the local office of 
Beaumont and Hohman. 

Colored Mickey Mouse cut-out dis- 
plays are supplied to dealers, and a 
special Mickey Mouse “dollar bill” 
is given free with each cone. Fif- 
teen of these may be exchanged for 
a special puppet show, featuring the 
famous movie character, whose image 
appears on the side of each cone. 

A tie-up with dealers has been ar- 
ranged whereby’ special Mickey 
Mouse matinees, free to children, are 
being featured in Omaha, Fremont, 
Shenandoah, Ia., and Red Oak, Ia. 


Changette to Franklin 


Franklin Advertising Corporation, 
New York, will use national publica- 
tions for Changette, Inc., a new ac- 
count. Lustberg Nast Company, 
maker of Buck Skein shirts and 
jackets, another client, is resuming 
national and trade paper advertising. 


Associated Oil 
in New Campaign 

Associated Oil Company, San Fran- 
cisco, has launched a new campaign 
using 150 newspapers in the west, 
supplemented by other types of ad- 
vertising, to introduce its new Fly- 
ing A gasoline. Copy does not ex- 
plain how the new product differs 
from the former Flying A, but claims 
that it is “basically different from 
any nonpremium gasoline sold to- 
day.” 

The campaign, one of the largest 
ever conducted by the company, is 
directed by Lord & Thomas, San 
Francisco. 


Another Brewing Paper 


Brewer & Distributor, a monthly 
for breweries, wineries and their 
distributors in the west, has been 
launched at 443 S. San Pedro St., 
Los Angeles. Robert R. Berry, for- 
merly with Berry & Martin Advertis- 
ing Agency, is managing editor. 
Duncan A. Scott has been named San 
Francisco representative. 


Brewer Gets Turner 


R. W. Turner, formerly in the ad- 
vertising and sales departments of 
Blatz Brewing Company, Milwaukee, 
and before that advertising manager 
of Kiel Furniture Company, Milwau- 
kee, has been named advertising 
manager of United States Brewing 
Company, Chicago. 


It Gets In 


The straight track into 
the offices and minds of 
rock products producers is 
ROCK PRODUCTS. 

Think of it! Altho ROCK 
PRODUCTS’ - subscription 
price is twice as large as 
that of its nearest competi- 
tor, ROCK PRODUCTS 
latest records show but 8.75 
per cent of its subscriptions 
in arrears. This as con- 
trasted with the next-best 
competitive record of 32.68 
per cent in arrears! 

Because ROCK PROD- 
UCTS has the most paid-up 
subscribers; because 66 per 
cent of those are definitely 
executive subscriptions; be- 
cause questionnaires from 
prospective advertisers to 
the industry’s producers al- 
ways prove the reading- 
preference for ROCK 
PRODUCTS —- because of 
these combined facts 

ROCK PRODUCTS, 
month after month, carries 
more display advertising— 
by a wide margin—than any 
other paper of its kind. 

Such outstanding and dis- 
criminating advertisers as 
SKF Ball Bearings, U. S. 
Belting, Plymouth Locomo- 
tives, Macwhyte Wire Rope 
—and numerous others, as 
the advertising pages attest 
—use ROCK PRODUCTS 
exclusively in its field. 

YOU, too, should be get- 
ting the benefit of the 
ROCK PRODUCTS in- 
tensely-loyal reader interest. 

Right now ask for the big 
brochure which details the 
attractions of the AUGUST 
25th ROLL CALL issue. 


All 


off dead center. 


plant owners are preparing for top-speed 
operation. . . . 
whom they'll be buying to put their quar- 
ries and cement plants and sand and 
gravel pits in shape. 

These men are wondering which 
manufacturers have survived the depres- 
sion tornado; and which have retained a 
definite interest in their type of plant. 

The August 25th ROLL CALL 
Edition will give the nation’s producers 
the answer. 
answer: “Present, sir!” 

So often in contacts with produc- 
ers we have been asked: 


MEMBER A. B. C. 


——» 


“ 


Over One Hundred Million 


Dollars Worth of Buying in Process 


A few months ago it would have been hard to believe there was 
that much money in the whole country: One hundred million dollars! 


But our sense of proportion is returning hand in hand with business. 


Forty per cent of the public works money will have to be invested in 
materials. Fifty-three per cent of the materials, based on repeated prece- 
dent, must be rock products. Records show, too, producers always spend 


15 per cent in advance—for equipment and supplies—to fill an order. 
(That’s over $100,000,000.) 


All of which is simply the detonator to blow the rock products industry 
Many more millions will be invested by producers in 
the months to follow. Hence the very next issue of the industry’s organ— 


ROCK PRODUCTS—vwill be the 


* AUGUST 25th * 


over this land, rock products 


hey’re wondering from 


Will you—or your client— 


“Is So-and-So 


No time is to be lost. 


Manufacturing 
And to the answer of this nation-wide 
query we are dedicating the August 25th 
Edition. 

We frankly believe the advertis- 
ing section will be of greatest spot-inter- 
est to the country’s producers. But they 
will receive much more than that. 
ROLL CALL edition will include an edi- 
torial symphony of plant housecleaning 
and mental cob-web sweeping. 

ROCK PRODUCTS’ 
known 
Rockwood, is outdoing himself in the 
preparation of a dazzling array of editorial 
features 
requirements. 


ROLL CALL EDITION 


Co., still in business?” 


The 


& 
nationally- 
chief, Nathan C. 


editor in 


in tune with the new era’s 


Wire collect 


—right now—for full particulars! 
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330 S. WELLS ST., CHICAGO, U. S. A. 


—— 


Getting Personal 


Ralph Leavenworth, of Westinghouse, has the best smile in the 
advertising business. Leo McGivena, New York News promotion 
expert, does most of his writing at night. Allan Brown, of Bake- 
lite, shoots a wicked game of golf. Albert D. Lasker, ot Lord @ 
Thomas, is one of the guiding spirits at Arlington, the famous Chicago 
racetrack. Mrs. Edgar Kobak, wife of the president of the A. F. A,, 
is a talented sculptor. Bernard Lichtenberg, of Alexander Hamil- 
ton Institute, is the biggest little man in advertising. Ben Miller, 
account executive for JWT, would like to retire some day to an island 
in the Mediterranean. Howard Stodghill, business manager of the 
Louisville Courier-Journal and Times, started out in the circulation de- 
partment of those sheets when he was fifteen. Henry Ewald, of 
Campbell-Ewald, hates to speak in public, but does a swell job if he’s 
a little bit mad. Louis Wasey, of Erwin, Wasey, holds the 
record for sword-fish caught in Atlantic waters. E. R. Shaw, pub- 
lisher of Power Plant Engineering, is a famous horseman. Otto 
Kuhler, famed advertising artist, etches, draws and paints. Wil- 
mer Cordes, advertising manager of American Steel & Wire, designed 
the Steel Corporation exhibit at the world’s fair. H. B. Bolander, 
promotion manager of Simmons Boardman, was a star runner at IIli- 
nois. Ralph Starr Butler, of General Foods, was professor of ad- 
vertising at the University of Wisconsin. So was Edward H. 
Gardner, of Benton & Bowles. A. G. Ensrud, of JWT’s Chicago 
staff, has the most mispronounced and misspelled name in the agency 
business. Jesse H. Neal, who is coming back into the publishing 
business August 1, fancies himself as a practical farmer. Walter 
Daily, of G-E Refrigerators, makes most of his talks without notes. 
He’s good. John Sterling, of McCall’s, tells a Southern story al- 
most as well as a Southerner. Lee Mida, who is reviving his 
father’s old whisky paper, Mida’s Criterion, is an expert on trade-marks. 

Marvin Harms, advertising manager for Pabst’s Blue Ribbon Beer, 
hails from the dry state of Kansas. Forrest Webster, Cutler-Ham- 
mer’s advertising manager, was a private in the artillery overseas dur- 
ing the big quarrel. M. C. “Babe” Meigs, Chicago Evening Amer- 
ican g. m., flies his own plane to keep most of his out-of-town appoint- 
ments. Milton Adler, of Fairchild, rates among New York’s bet- 
ter contract players. Gus Fehrenbach, former publisher of Brew- 
ing Industry, is now conducting an advertising column for the Chicago 
Journal of Commerce. Austin Black, advertising manager for the 
General Paint Corporation, San Francisco, was once a professional bari- 
tone in New York. F. W. Bond, who recently sold his Chicago 
agency, will devote most of his time to painting in oil. He’s still an 
amateur. R. Davidson, advertising manager for New Jersey Zinc, 
is one of the biggest men in advertising. Frank M. Cockrell, who 
has done pretty well with Electric Refrigeration News, used to be pro- 


motion manager for McGraw-Hill. 


on Purdue’s daily. 


261 purchase orders. 


versity. 
musical circles. 


vertising agent, spends half of each day at the world’s fair. 
L. Delander, advertising manager of Crane Company, sings a neat 
tenor in the North Shore musical events. 
and Jay Mason, of Business Week, both started their advertising careers 
Mrs. Mary Derbyshire, of the Bundscho typo- 
graphical outfit, signs her letters “Mary Derby.” 
former copywriter for Mitchell-Faust, is going to Europe. 
Bullis, space-buyer for Adolph Goodwin’s new agency, has already issued 
Rodney Boone started out selling piano ad- 
vertising on Wabash avenue in Chicago. 
perheater Company, studies advanced psychology at New York Uni- 
Tom Basham, Louisville agency man, is a higher-up in 
George Washington Hill always listens to re- 
hearsals of Lucky Strike broadcasts. 
Ryan, Shell Petroleum’s advertising manager, used to be an actor. 


Charles M. Sloan, Chicago ad- 
H. 


George Hays, of Steel, 


Nancy Naghten, 
E. E. 


Leon H. A. Weaver, Su- 


He likes ’em loud. Paul 


California Packing 
Has New Sales Film 


California Packing Corporation, 
San Francisco, has completed a sound 
and color movie for use in its sales 
promotion work. Called “Out of the 
Spirit of ’49,” the film depicts various 
episodes in early California history, 
and then pictures numerous phases 
of Calpak operations. It was first 
shown at a meeting of San Francisco 
Advertising Club this month. 

It is reported that Calpak has 
signed up Hugh Barrett Dobbs of 
“Shell Happy Time” fame for an ex- 
tended series of radio broadcasts. 


Issue “Pen Pointers” 


Joseph Gillot & Sons have issued 
“Pen Pointers,” a volume which con- 
tains 17 sketches by well known 
artists, illustrating different tech- 
niques. Copies may be had from 
artist supply houses or from the 
company, 93 Chambers St., New 
York. The price is 35 cents. 


Brokaw Takes New Post 


F. C. Brokaw, formerly’ with 
Forum, has joined the New York 
advertising staff of Hunting & Fish- 
ing. O. J. Anderson remains as New 
York manager of National Sportsman 
and Hunting & Fishing. 


Holbrook in New Post 


Rossiter Holbrook has resigned as 
account executive of Fuller & Smith 
& Ross to become director of sales 
and advertising for Lee & Schiffer, 
Inc., United States distributor of 
Rolls razors. 


Adams Heads Alabama 


Press Association 


Jesse B. Adams, editor, Southern 
Star, Ozark, was elected president of 
Alabama Press Association at the 
annual meeting at University of 
Alabama, succeeding Forney G. Ste- 
phens, Southern Democrat, Oneonta. 

Other officers are Bruce Shelton, 
Tuscaloosa News, vice-president; E. 
Cody Hall, Alezander City Outlook, 
secretary-treasurer; Rowe _ Greer, 
Sylacauga News, convention secre- 
tary; J. W. Norwood, Cullman Trib- 
une, historian; Mrs. Scottie McKen- 
zie Frazier, Dothan, poetess; and 
Howard C. Smith, Woman’s College, 
reporter. 


Ward Is Secretary 


of Insurance Conference 


F. P. Ward, formerly with R. S. 
Peck & Co., Hartford, Conn., and 
before that with Forbes Lithograph- 
ing Company, Boston, and Aetna Fire 
Insurance Company, has been named 
executive secretary of Insurance Ad- 
vertising Conference. 

His headquarters are at 151 Farm- 
ington Ave., Hartford. 


Has Eastern Rep 


Special Site Sign Company, Oak- 
land, Cal., has named Poster Plant 
Representatives, Inc., New York, to 
represent it in the east. 


Nobscot Has Agency 


Nobscot Spring Water Company, 
Boston, Mass., has placed its adver- 
tising with Eddy-Rucker-Nickels Com- 
pany, Cambridge, Mass. 
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as well as it is sold as well as you sell city consumers 
to these people you, too, will increase your sales 


bes CENSUS OF DISTRIBUTION has given business a clearer 


understanding of where business comes from. 


Forty per cent of it—40¢ out of every dollar spent at retail 


in the United States—comes from places under 10,000 popula- 


his ‘total national a oe national sales tion. Yet it is common practice, even among outstanding 


sales will be increased will be increased 
: obvious urban 60%, almost entirely discounting two-fifths 


47 I, which is just as easy to sell. | 
Manufacturers in many lines, seeking ways of disposing of 


their capacity economically, will find an analysis of The Country 


concerns, to concentrate sales and advertising effort on the more 


[The case examples of the beverage manufacturer and the Gentleman market definitely encouraging. They will find in this 


rocery manufacturer are based j les studies. . 
oo ‘i a ae ee ae 40% market ademand for almost everything that the 60% market 


demands. They will find in The Country Gentleman a sales-making 


power that eclipses ordinary standards of magazine influence. 


Sell the leaders in any community. Sell the leaders in all 


communities before concentrating too heavily on followers, 


wherever they are found. Your advertising in The Country Gentleman ne 
will reach 1,650,000 families—86% car-owning, 70% home- 
owning—just the kind of consumers most influential in de- 
termining what their neighbors buy and consume. 

The cost is but 3% cents per family for a full page every 


month for a year 


apes) e ee ae pee 


If ail product is one that most / families ¢ can 


use or enjoy. ... The Countr ‘y Gentleman should be one 
of the first three MAGAZINES F in your adve tising plan. 


THE COUNTRY GENTLEMAN 


FAMILY COUNSELOR TO MORE THAN 5,900,000 PEOPLE 
KEY TO 40% OF NATIONAL SALES POTENTIAL 


THE CURTIS PUBLISHING COMPANY. Philadelphia, Boston, Chicago, Cleveland, Detroit, New York, San Francisco 
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Shell Provides 
New Weekly Map 


Tourist Service 


St. Louis, Mo., July 27.—What is 
said to be the most comprehensive 
highway map-bulletin service ever 
rendered to motorists in the middle 
west has been inaugurated by the 
Shell Petroleum Corporation in Ili- 
nois, Indiana, Michigan, Ohio, lowa, 
Missouri, Wisconsin and Minnesota. 

This new Shell feature, called 
“Travelaide,” comprises a weekly 


map prominently displayed at Shell 


service stations that shows last- 
minute information on the condition 


of all main highways of the state in 


which it is posted. Bridges or sec- 
tions of highways under construction 
that are closed to traffic, detours, 
stretches of road recently oiled, and 


other important information to mo- 


torists are plainly indicated on these 
maps, which are 34x31 inches in size. 


The up-to-the-minute data on road 
conditions constantly is being ob- 


tained by attaches of the H. M. 


Gousha Company, map producers of 


Chicago, from the highway depart- 
ments of the various states in which 


the Shell Travelaide service is sup- 


plied. 


In cases of floods, wash-outs or any 
other developments that would block 
traffic along the main routes of any 
state occurring between the weekly 
map issues, new maps showing these 
conditions are immediately posted at 
Shell service stations in that state. 

Supplementing this service, all 
Shell outlets supply motorists with 
state road maps, as well as metro- 
politan in-and-out maps of the larger 
cities, the latter of which are ex- 
tremely helpful in directing the trav- 
elers through centers of population. 


Chase Absorbs Erskine 


Chase Copper & Brass Company, 
Inc., Waterbury, Conn., has taken 
over the Erskine Copper Radiator 
Corporation, New York. Tuthill Ad- 
vertising Agency, New York, will con- 
tinue to handle advertising for this 


‘WE ERRED’, SAYS 
CHEVROLET, BUT 
FAR FROM SADLY 


Detroit, Mich., July 27.—After en- 
gaging in one of the most extensive 
advertising campaigns in its history, 
Chevrolet is indulging in a little 
crowing over the results. The state- 
ment, “Someone buys a Chevrolet 
every minute,” must now be changed 
to “Someone buys a Chevrolet every 
forty seconds!” 


Chevrolet broke the news this week 
in a folder which began as an apol- 
ogy, but which ended on a note of 
triumph. Since the original state- 
ment was made in outdoor advertis- 
ing, in which a watch was shown, 
the current “retraction” is given in 
a huge portfolio also cut to the shape 
of a timepiece. 

The facts are presented, not too 
humbly, on the cover, thus providing 
Chevrolet an opportunity to review 
all forms of the advertising which 
is given much of the credit for sen- 
sational results. 


Chevrolet advertising is described 
as “the strongest, hardest-hitting of 
any car in the world,” and for the 
benefit of skeptics a somewhat de- 
tailed description is given. 


Reproduces Advertising 


Two pages are devoted to the mag- 
azine advertising, in which superla- 
tives again indicate the exultant 
mood of the advertiser. ‘The strong- 
est magazine campaign in the field” 
is the phrase used. Many of the 
black-and-white and color pages and 
spreads from prominent national 
magazines are presented. 


“While other manufacturers have 
curtailed or withdrawn their maga- 
zine campaigns,” continues the story, 
“Chevrolet has continued to help you 
sell Chevrolets with the strongest, 
most powerful campaign for any 
car.” 


The newspaper advertising is next 
described in no uncertain terms as 


division. 


YOUR MATS 


SH 


AND PLATES 


FASTER 


— AT LESS COST 


No ifs, ands or buts about it—your mats and 


electros get there by 


Railway Express. Our 


RUSH label insures special delivery on arrival— 
DAYS, NIGHTS and SUNDAYS—and permits 
no pauses in transit — Your plates and mats 
RUSH—all the way from the time we receive 
them until delivery to the consignee. 


THE NEW REDUCED RATES ARE 


Mats—Pound rates 


Electrotypes—Pound rates 


Minimum 25c 
Minimum 35c 


Advertising matter printed, engraved, etc.— 
8c pound—Minimum |5c 
These rates include pick-up and delivery in 
all principal cities and towns. 


Add to speed and economy 


the dependability of Railway 


Express and you deal three smashing body blows to the 
ogre of closing dates. And for that extra special rush, we 
offer Air Express with reduced rates and faster schedules. 
For information or service call any Railway Express 


SHIP BY 
RAILWAY EXPRESS 


Agent. 


Agenc 


y, Inc. 


NATION-WIDE RAIL AND AIR SERVICE 


Front cover of unique mailin 


poster, "Every Minute some one 


CHEVROLET MAKES BOASTFUL APOLOGY 


CHEVROLET 


piece sent to dealers by Chevrolet 
Motor Company, in which the company advises dealers that its 


buys a Chevrolet," is wrong. It 


should be every 40 seconds, the company says. 


“the biggest in the whole automotive 
industry.” The folder continues: 

“From the biggest to the smallest 
towns, in daily and weekly papers, 
powerful Chevrolet advertising keeps 
the public sold. No other car manu- 
facturer uses so much space. No 
other car manufacturer uses so many 
newspapers. No other car manufac- 
turer prepares such effective adver- 
tising for rural, as well as city, read- 
ers... Local advertising like this 
helps Chevrolet salesmen outsell any 
other car 2 to 1.” 


Outdoor, Radio Described 


Next are described “the most popu- 
lar radio program for any car,” and 
“a continuous outdoor campaign that 
blankets the country,” with appropi- 
ate samples. Not only in quantity 
but in quality, Chevrolet outdoor ad- 
vertising is eulogized by the port- 
folio, which points out that “time 
after time Chevrolet posters win hon- 
ors at the national outdoor shows. 
Chevrolet posters are original, start- 
ling and powerful. Scores of designs 
are rejected for every one approved.” 
Jack Benny and his playmates on 
the Chevrolet program will be back 
in the fall, the folder promises. 
There is more news, such as “Chev- 
rolet is stealing the show at the 
world’s fair, making boosters at the 
rate of 6,000 per hour.” 

The story has an unusual ending. 
“While you’ve been reading this 
book, 22 more Chevrolets have been 
sold,” it concludes. 


Hoosiers Organize 
New Press Group 


The Hoosier State Press Associa- 
tion, composed of both daily and 
weekly newspapers in Indiana, was 
organized at a meeting in Indianap- 
olis last week, with Wray Fleming, 
Shelbyville, as acting chairman and 
Neil McCallum, Batesville, as acting 
secretary. 

The possibility of preparing a 
newspaper code under the national 
industrial recovery act was discussed 
and Mr. Fleming and F. E. Schorte- 
meier, Indianapolis, were appointed 
a@ committee to codify laws relating 
to newspapers. 


Allen Edmonds Appoints 


Allen Edmonds Shoe Company, 
Belgium, Wis., maker of Osteo-Path- 
Ik shoes, has placed its account with 
Reincke-Ellis-Younggreen & Finn, 
Chicago. Magazines, trade papers 
and direct mail will be used. 


Release Farm Copy 


Campbell-Sanford Advertising Com- 
pany, Cleveland, is releasing a cam- 
paign using farm papers, trade pa- 
pers and direct mail for Blizzard 
Manufacturing Company, Canton, O., 


maker of ensilage cutters. 


Bert Lahr Signed for 
Royal Gelatin Series 


Bert Lahr, who has been pinch 
hitting for Eddie Cantor on the 
Chase and Sanborn program, has 
been signed to work with George 
Olsen in a revised show for Royal 
Gelatin, beginning Oct. 4. He will 
replace Fanny Brice on the program. 

The Olsen-Brice show will continue 
until that date, while Lahr will fea- 
ture the Chase and Sanborn program 
until Sept. 10, when Eddie Cantor 
will again take up the reins. 


Real Silk Opposes 


Provision in Code 


Real Silk Hosiery Mills, Indianap- 
olis, Ind., has protested to Gen. Hugh 
Johnson, NIRA head, against a clause 
in the proposed basic code for full- 
fashioned hosiery manufacturers 
which would prevent manufacturers 
from operating footing machines 
more than one shift a day. 

Such a regulation would throw 
1,500 employes in the Real Silk mills 
out of work, the company declared. 


Gets Wisemaid Account 


The Los Angeles office of Emil 
Brisacher & Staff has been named to 
handle advertising of Wisemaid Prod- 
ucts Company, which will use Pacific 
coast newspapers. 


Starts New Paper 


Pacific Markets, new quarterly 
with a controlled circulation to na- 
tional advertisers and agencies, has 
been launched by Western Advertis- 
ing, San Francisco. 


Bramkamp with Agency 


Lynn Bramkamp, formerly with 
Roger A. Johnstone & Co., Pacific 
coast magazine representatives, is 
now an account executive with Virgil 
L. Rankin, San Jose, Cal. 


French Has New Home 


Oakleigh R. French, Inc., St. Louis 
agency, has moved into its new home 
at 7387 Maple Ave., Maplewood, Mo., 
a suburb of St. Louis. 


SINGER FEATURES 


TRADE-IN OFFER 


New York, July 27.—In an effort 
to induce immediate purchase of 
modern Singer sewing machines by 
those who are still using old style 
machines, Singer Sewing Machine 
Company is using large newspaper 
space in important markets to fea. 
ture an unusually liberal trade-in 
offer on old machines. 

The offer has already appeared in 
newspapers in St. Louis, Cincinnati, 
Philadelphia, Chicago, and other 
cities, and is being rapidly extended 
to cover the entire country. 

Newspaper copy announces that 
“if you have a Singer Sewing Ma- 
chine made before the modern Singer 
Electric was introduced, we will 
take it back and allow you 40 per 
cent of your original cost toward the 
price of any modern Singer you may 
choose.” 

Since the first important sales of 
electric Singers were made in 1918 
and the electric machine has ac- 
counted for the vast bulk of Singer 
sales since 1920, machines pur- 
chased before the Singer electric was 
introduced have attained a minimum 
age of 15 years. 

To Ten Million Owners 

The company addresses its trade-in 
offer to “ten million owners of Singer 
Sewing Machines,” the approximate 
number of machines which have been 
sold. How many of these machines 
were purchased before introduction 
of the electric model, and how many 
are still in service is of course un- 
known. 

“Why do we make such an offer 
to the great family of ten million 
Singer owners?” the copy asks. 

“First: We want to help those still 
using Singer machines of earlier 
types to have a modern electric now, 
when savings in the home are so 
important and while Singer prices 
are lower than they may ever be 
again. Patterns are simple. Lovely 
fabrics are inexpensive. With a 
swift and silent Singer Electric to 
use, all your sewing becomes easier 
than ever before. 

“Second: There is another Singer 
‘family’—the thousands of skilled 
workers who make Singer Sewing 
Machines. Singer factories busy 
serving you mean busy days for 
them. Therefore, through this spe- 
cial offer both Singer ‘families’ ben- 
efit. You obtain a new machine at 
remarkably little cost and Singer 
workers enjoy the satisfaction of 
steady employment.” 

The advertising points out that the 
offer is for a limited time only, and 
describes the procedure to follow in 
determining whether or not the read- 
er’s machine falls into the favored 
class upon which the allowance is 
given. 


Gantner Starts Suit 


Gantner & Mattern Company, San 
Francisco, has filed suit against Pa- 
cific Knitting Mills, Los Angeles, and 
several retailers, alleging that the 
“Mickey Riley” bathing trunk made 
by the latter simulates the ‘“Wikie” 
trunk made by the complainant, and 
is also an infringement of the name. 


Reo Signs De Paolo 


Reo Motor Car Company, Lansing, 
Mich., has engaged Pete De Paolo, 
internationally famous racing driver, 
to conduct a public safety campaign. 
He is now visiting city, county and 
state officials, and Reo distributors 
on the Pacific coast and giving pub- 
lic demonstrations on safe driving. 
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NATIONAL RECOVERY NEEDS AMERICAN MERCHANT SHIPS 


By Ashmun Brown, Washington Correspondent of the Providence Journal 
Who own the ships that carry our products to market overthe highways of the sea? 


ADDITIONAL FEATURES IN THIS WEEK’S DIGEST: 


NEVILLE CHAMBERLAIN—SPEARHEAD OF 


THE NEW BRITISH IMPERIALISM ....... .By P. W. Wilson 
Former Member of Parliament, New York Correspondent for London Newspapers 


BALBO LEADS A ROMAN LEGION ACROSS THE SKY 

LOVELOCK OF NEW ZEALAND, FASTEST MILER ON EARTH 

WILEY POST OF OKLAHOMA OUTPACES JULES VERNE 

WHAT ARE THE REPUBLICANS GOING TO DO? ....... . By Diogenes 
SCIENCE PUTS SHACKLES ON THE FATHER OF WATERS 


Urban — Man of Many Talents 
The New Employment Codes 
Billions to Spend 

Railroad Bosses To Cut Own Pay 


Sport. Science. Politics. Business. International relations. Commerce. Poetry. Drama. Humor. Art. 
Religion. Original drawings. Numerous photographs. The Literary Digest contains all the features that 
have made it the leading news-weekly of America. 


Salvaging the London Conference 

Royal Sport in Small Boats 

What About These 5 Unlucky Americans? 
Signs of Recovery in Shipping 


SHIPS... 


New 


Horizons 


THE DIGEST 
TELLS THE NEWS 
OF A WORLD 
AWAKENING 


YOU WANT NEWS FRESH. You want 
spot news, fast as it breaks. But spot 
news, by its very nature, is bound to be 
sketchy, incomplete. The story is some- 
what less than half-told. Don’t you 
want the whole story? —the real story? 
—the significant facts and conclusions 
that make the news? 

This is what the millions of readers 
of The Literary Digest want. And this 
is what The Literary Digest is bring- 
ing them today! 

More than ordinary reporting is 
necessary to keep you abreast of world 
happenings. Far more than average 


resources must be put into action to | 


uncover important facts. Original 
thinking, original fact-finding of the 
highest order, must be employed to 
form a living background for the swift 
record of each week’s events. 

The Literary Digest, as a news- 
weekly, is alert to the importance of 
spot news. But each new issue is being 
made materially richer by original con- 
tributions in articles, illustrations and 
sketches of interesting personalities. 

Each new issue forms a clear, lively, 
stimulating record and interpretation 
of today’s world! 


To know what's really happening in the world today, read 


THE LITERARY 


DIGEST 
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Louden Launches New 
Products Promotion 


Louden Machinery Company, Fair- 
field, Ia., has developed a new brooder 
house, which will be advertised 
through farm papers and direct mail. 
In addition, the company is also 
making a Frost King Bee Hive and 
a Sunny Monday umbrella. type 
clothes drier; direct mail and trade 
papers are being used for the former, 
and use of national publications is 
planned for the latter. 

Cole's, Inc., Des Moines, Ia., is the 
Louden agency. 


Has Brewery Account 


The account of Iroquois Brewing 
Company, Buffalo, N. Y., has been 


Chrysler Motors 
Founds a School 
Of Engineering 


Detroit, Mich., July 27.—Marking 
the first time that an industrial cor- 
poration has been granted a state 
charter to conduct recognized school 
and college courses and grant de- 
grees upon their completion, Chrys- 
ler Corporation has been authorized 
by the State of Michigan to incor- 
porate the Chrysler Institute of Engi- 
neering, which will be located in the 
engineering building of the corpora- 
tion at Highland Park. 


Chrysler institution “to establish 
and operate a special preparatory 
school and college of engineering for 
the purpose of furnishing education 
in undergraduate college preparatory 
and in diverse branches of engineer- 
ing and allied subjects; offer a 
course of study in the following: 
high school and college preparatory 
leading to college entrance credits; 
followed by chemical, electrical, in- 
dustrial and mechanical engineering 
leading to the degree of Bachelor or 
Master of Chemical Engineering, 
Electrical Engineering, Industrial 
Engineering and Mechanical Engi- 
neering and to grant and confer such 
degrees in engineering as are usually 
carried on and conferred by similar 


lowa Fiber to Cole’s 


Advertising of Iowa Fiber Box 
Company, Iowa Can Division, Keo- 
kuk, Ia., has been placed with Cole's, 
Inc., Des Moines, Ia. A special cam- 
paign, using direct mail and dairy 
and ice cream publications, will be 
used for the company’s new line of 
Therm-a-Tubs and Therm-aCans in 
the fall. 


Silver Flash Is 


Newest Gasoline 

A group of large gasoline distribu- 
tors in Illinois, Ohio, and other ter- 
ritories has banded together to pro- 
mote Silver Flash, a new private 
brand gasoline. Outdoor advertis- 
ing is being used to introduce the 


placed with Landsheft Advertising 
Agency, Buffalo. 


The new 


the | institutions.” 


charter permits 


product in the markets where dis- 
tribution has been secured. 


THREE MAGAZINES IN ONE 
— the New MECALL'S matehes her triple life 


ae 
sf 
» 


To travel, to seek out excitement, and pleasure for pleas- 
ure’s sake, is one side of every woman’s life. This mood of 
romance, this need for recreation, is met by stories and 
articles in the first section of the new McCall's Magazine—- 


MeCALL’S FICTION and NEWS 


ROWDED DAYS! Company arriv- 

ing. A house to arrange. Meals to 
plan. Children to watch. Hair to wave. 
Clothes to buy. 

Every woman is compelled by her 
activities to lead a triple life. She must 
play at least three rdles—and do all of 
them well. She has her own life to lead, 
recreation, romance, and amusement. 
She must be head of her household—an 
efficient, economical housekeeper; a 
thoughtful, understanding mother. And 
she must care for that precious thing, her 
appearance, her personal charm. 

Into this triple life, McCall’s has 
brought three magazines in one—a triple 
manual of modern living. McCall’s Fic- 
tion and News, McCall’s Homemaking, 
McCall’s Style and Beauty. All three 


wilh a lriple manual of modern ling... 


Are her thoughts on the practical business of running a 
home? Expert help on the exacting task of simultaneously 
managing the house, the meals, and the children, is collected . 
JSor her on the pages of McCall’s second section— 


McCALL’S HOMEMAKING 


magazines bound together as a unit, 
make up the new McCall’s. 

See what this does for the advertiser 
as well. Now, as in the successful depart- 
ment store, like can be grouped with like. 
Is she amusing herself with fiction? Paint 
her a picture of your newest contribution 
to pleasure. Has she for an hour dreamed 


Staying young and charming in spite of her busy life is a 
pleasurable task to which every modern American woman 
gives concentrated attention. For advice on clothes, and the 
intimate care of herself as others see her, she turns to 


MecCALL’S STYLE and BEAUTY 


of redecorating the living-room? Show 
her your product then, while she is in the 
mood. Is she reading of new fall clothes? 
Tell her what to do about her complex- 
ion, or her figure. She is ready to listen. 

In the new McCall’s there need be no 
fear that advertisers will say the right 
thing to the right woman at the wrong 
time, and dilute the force of their mes- 
sages. For by opportune placement of 
advertising, the new McCall’s offers its 
advertisers the advantage of readers in 
the mood to listen. McCall’s Magazine, 
230 Park Avenue, New York City. 


The Mow 
M°CALLS 


NATIONAL BRANDS 
ARE FAVORED BY 
CHAIN OPERATOR 


Piggly Wiggly Man Reveals | 
Retailer’s Attitude 


Del Norte, Cal, July 27~ 
“Whether to handle nationally ag. 
vertised or private label brands— 
that represents a perplexing problem 
to some retail food merchants. But 


sees ee aa 


for Piggly Wiggly operators, I dy ~ 


not believe it represents a problem 
at all. I sincerely believe that, in 
the majority of cases, nationally ad. 
vertised brands are the best bet for 
Piggly Wiggly stores.” 

That is the opinion of R. L. Hamp. 
son, operator of the Del Norte, Cal, 
Piggly Wiggly, as expressed in the 
current issue of “The Weekly Turn. 
stile,” house organ of the Piggly 
Wiggly Corporation. 

“There are many reasons why | 
say this,” Mr. Hampson continues, 
“put the chief one is that Piggly 
Wiggly is itself a nationally adver. 
tised system of merchandising. Not 
only is Piggly Wiggly advertised in 
newspapers, in periodicals, and over 
the radio, but it is advertised by 
thousands of satisfied customers by 
word of mouth as they travel, as so 
many of them do, across the country.” 

But that is not the only reason for 
the sale of advertised brands, Mr. 
Hampson reveals. 

A Good Man to Tie To 

“A fellow who has made a life's 
work of making some particular qual- 
ity line of merchandise, and then 
helping the retail merchant to mer- 
chandise it through good advertis- 
ing, is a good business man to tie 
up with,” he says. “The success of 
his business depends upon his keep- 
ing his quality up to standard, his 
price right, and the demand heavy.” 

The difference in satisfactory dis- 
tribution of nationally advertised 
brands and private label brands de- 
pends greatly upon the character of 
the merchandise, Mr. Hampson be- 
lieves. “Were I packaging and mer- 
chandising private label brands, I 


believe that I should steer clear of © 


cereal products and lean more to 
canned fruits and vegetables,” he de- 
clares. 

“One good thing that many packers 
nd manufacturers are overlooking is 
the great swing to self-service mer- 
chandising which has come to pass 
in the past few years. They have 
not kept pace with this change, as 
far as their labels are concerned. 

“I personally have always been 
careful how and when I handle pri- 
vate label merchandise. More than 


one retail merchant’s enterprise has — 


been wrecked as a result of his toy- 
ing too much with private label 
brands. If the merchant does go in 
for private label brands, for reasons 
of his own, he should make sure that 
the label is not just a thing of beauty 
or art, but is a thing that gives the 
prospective customer a good idea as 
to the contents of the container.” 


General Electric Plans 


Executive Conference 


General Electric Company is com- 
pleting plans for a three-day confer- 
ence of electrical manufacturing ex- 
ecutives at Bridgeport, Conn., Aug. 
7-9. Gerard Swope and Bruce Bar- 
ton are among those expected to at- 
tend. 

The conference was formerly an 
annual affair, held at the G-E Island 
in Lake Ontario, but was not held in 
1931 and 1932. 


Berwind Starts Drive 


Berwind Fuel Company, Minneap- 
olis, will launch its fall drive for 
Berwind Briquets Aug. 14, using 
newspapers and direct mail. Kraff 
Advertising Agency, Minneapolis, is 
in charge. 


Ferguson Transferred 


Charles H. Ferguson, account exec- 
utive in the Chicago office of Erwin, 
Wasey & Co., has been transferred 
to the agency’s Minneapolis office. 
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Are Readers Misled 
By Advertisements? 


O what extent should the publisher of a 

business paper exercise a censorship over 
the statements which appear in the paid-space 
advertisements of manufacturers? 

Two letters published in this issue, one from 
a distributor and one from a manufacturing 
executive, express opinions which imply a con- 
siderable degree of responsibility on the part of 
a publisher for the statements of advertisers. 
These letters, and others received occasionally 
in the past, indicate that it may ke worth while 
to discuss some of the problems involved in 
rendering a service of the kind suggested. 


We have given the subject much thought over 
a period of several years and have arrived at 
some rather definite conclusions as far as our 
own publishing policy is concerned. Broadly 
speaking, we do not believe that it is either 
practical or desirable for the publisher of this 
particular kind of paper, serving this particular 
kind of industry, to attempt anything more than 
a minimum degree of censorship. 

The basic theory of censorship, as we under- 
stand it, is that weak, young, or innocent minds 
should be protected from evil influences by 
strong, mature, and worldly-wise mentalities. 
The theory seems to be all right. The aim is 
laudable enough. In actual operation, the chief 
difficulty encountered is that of finding censors 
of sufficient wisdom to serve the purpose. An- 
other is the resistance of the protectees against 
being protected by the protectors. 


Our own experience is that the demand for 
greater censorial activity comes almost entirely 
from those who seek to protect others. Appar- 
ently no one is conscious of a need for protection 
to himself. We can recall only half a dozen 
instances in the history of this paper where a 


‘reader complained or inferred that he was mis- 


led by an advertisement. In most of these cases 
the obvious purpose was to enlist our help in 
putting pressure on the advertiser to settle some 
disputed claim for a refund. 

Exceeding the number of complaints have 
been the cases in which we have refused adver- 
tising because of the possibility that an innocent 
buyer might be defrauded. We are particularly 
suspicious of unknown advertisers, without credit 
rating, who propose payment in advance for some 
new product or service which is inadequately 
described and specified. 

Still more often we have refused advertise- 
ments, or required revision of copy, when there 
was a violation of postal regulations or well- 
established publishing rules (such as improper 
use of the name or trademark of a competitor). 


We have also frequently advised advertisers 
against the use of certain types of copy which 
we believe to be ineffective and unprofitable to 
the advertiser In fact, most of our worries with 
advertising copy arise from the advertiser's 
inexperience and his tendency to say things 
which will hurt himself and his cause. 


Regarding exaggeration, which our Webster 
defines as “a going beyond the bounds of truth, 


reason, or justice,” we are inclined to be rather 
complacent. Not that we are unsympathetic with 
the idez! of “truth in advertising,” but simply 
because we believe that exaggeration defeats 
itself. The test of advertising effectiveness is 
not determined by how many people read the 
message but by the number of potential buyers 
who believe what they read. 

Experienced advertisers have learned that 
“truth in advertising” is not so much a matter 
of business morality as it is one of profitable use 
of the money expended. The confidence of the 
buyer is the objective and confidence is not ac- 
quired by the use of blatant superlatives. 

The advertising pages of ELECTRIC REFRIGERA- 
TION NEWS represent a medium for self-expres- 
sion by all those who have goods or services to 
sell to the industry. These pages provide sort 
of a stage on which each one may present his 
wares and tell his story. The “performance” is 
repeated weekly, with changes in the program, 
to an “audience” which is actively interested but 
highly critical. One large group consists of 
buyers of parts, materials and supplies—the 
engineers, production executives, and purchasing 
agents of manufacturing companies. Another 
group is made up of distributors—most of them 
independent business men of wide and varied 
experience. A third group includes dealers— 
local merchants who devote their entire time to 
the buying and selling of goods. 

These three major groups of readers are any- 
thing but weak, young, or innocent. Any such 
a luckless neophyte who ventured into this 
highly-competitive, specialty-selling business 
would probably be chewed up before he had a 
chance to read his first sample copy of the NEws. 

We have tried to imagine ourselves as a 
benign censor watching over the advertising 
columns of the NEws to make sure that the 
gullible (?) purchasing departments of Frigid- 
aire, General Electric, Kelvinator, Westinghouse, 
etc., are not short-changed by any of our sharp 
advertisers. Our own experience in trying to 
sell these corporations an extra advertisement 
now and then is that they are plenty tough and 
entirely competent to look after themselves. 

Also, after attending various meetings of dis- 
tributors and observing them at work and at play 
(including such innocent games of chance 4s are 
occasionally indulged in by tired business men 
away from home and office), we have acquired 
a profound conviction that a distributor needs 
our protection about as much as Primo Carnera 
needs a bodyguard. 

Now we come to the poor little dealer. We 
have heard a lot of wailing about the plight of 
the small-town merchant and we don’t dispute 
the fact that he has his troubles, but we doubt 
whether the independent storekeeper is ever 
mislead by the advertising in his trade paper. 
A dealer who is smart enough to read his trade 
paper soon gets on to all of the tricks. Save your 
tears for the boob who buys a new line from a 
stranger without checking up on the manufac- 
turer’s standing in the industry as revealed by 
his trade-paper advertising. 


In our office we have much documentary evi- 
dence of a very peculiar attitude of dealers to- 
ward advertising in ELECTRIC REFRIGERATION 
News. Having taken on the line of a given make 
of refrigerator, he wants to see that make adver- 
tised and he wants to read news about that make. 
He glories in the success of the company from 
which he buys. If he is the kind of dealer who 
is keen to beat his competitors, he cheers when- 
ever “his company” puts a fast one over on the 
field. Far from being mislead, he becomes a 
partner in the crime. 


If the advertising fades and the news dies 
down, the dealer becomes restless and worried. 
He quickly senses that all is not well at head- 
quarters. Or, if his faith in the product and 
maker remain unshaken, he figures the editor 
has been bribed. and that “his company” is 
getting a raw deal. 


The real secret, we believe, is that the dealer 
reads the advertising to confirm his own judg- 
ment as a buyer and to get ammunition to use as 
a salesman. If he believes the advertising and 
can use it, it is doing its job. If the advertising 
does not ring true, the dealer loses confidence, 
but he is not mislead. It is the advertiser who 
pays the penalty for his own delusions. 


LETTERS 


Customers Overlooked 
Sam S. Glauber, Inc. 
Mayflower Electric Refrigeration 
East 79th St.. New York City 

July 19, 1933. 

It sure was a pleasure to read the 
minutes of the meeting the manufac- 
turers held recently in Detroit. A 
reader couldn't help feeling his pres, 
ence in the gallery of the assembly 
room. 

Mr. Evans impressed the gathering 
that he was concerned with two 
things: 

1—-Protection of the small manufac- 
turer. 

2—A method of control of produc- 
tion. 

A few 
Nema. 

My opinion is that all manufacturers 
were too selfish at that meeting. They 
were scared about the big ten's powers. 
They realize that the leaders in the 
industry employ the best legal talent, 
besides mechanical and sales personel 

But, the so called small manufac- 
turer overlooked a very vital part of 
his organization—his customers. The 
big manufacturer doesn't have to pre- 
vide legislation to destroy the small 
one. It has other methods, i.e.: 

1. It sells through its own outlets 
direct to the consumer. 

2. It finances its own paper. 

3. It offers free trial periods. 

4. It sells the department stores. 

5. It dumps its surpluses through 
their own outlets and department 
stores. 

6. It offers rebates in the form of 

A. Prices and terms. 
B. Service. 
C. Advertising. 

Now Mr. Evans, and your good 
friends what did you say about pro- 
tecting the people who keep you in 
business? Not a single one of you 
said anything about protecting your 
outlet. 

The small manufacturer knows very 
well what it means to secure good 
outlets, and then try and keep them. 

In forming the code for the refrig- 
eration division, I warn you who are 
not in the Big Ten to make proper 
provision to protect your outlets to be 
able to sell your quota. 

May I suggest that each manufac- 
turer selling through distributors only 
have one or two of his lIcading ac- 
counts meet to help in the formation 
of the code. We distributors know our 
good and bad points just as you know 
yours. We both must work together, 
so let's talk it over. Let’s be quick 
about it too! 


remarks were made about 


A. S. Pent. 


Better Understanding 
Riley Engineering Corp. 
Detroit 

July 22, 1933. 
Editor: 

The Nema meeting was handled in 
a way to deserve a lot of praise to 
those who had the details of the whole 
meeting and entertainment in hand. 
I am sure that everyone who attended 
appreciated the courtesies extended by 
the Business News Publishing Co. or- 
ganization. I believe that the meeting 
wili go a long way towards bringing 
the smaller organizations to a better 
understanding of the work which has 
been carried on by Nema. 

F. B. Ruitey, 
General manager. 


Good M sotlnn 


Uniflow Mfg. 
Erie, Pa. 
July 24, 1933. 


Co. 


Editor: 

I feel rather chagrined over not hav- 
ing written you or Mr. Cockrell sooner 
in appreciation of the fine courtesies 
and entertainment shown me while in 
Detroit at the refrigerator meeting. 

You certainly did your share in 
sponsoring a good meeting and I en- 
joyed all the contacts made while 
there. 

C. A. KUEBLER, 
President. 


Aims Achieved 
Merchant & Evans Co. 
Manufacturers, Smelters, 
Importers, Jobbers 
2035 Washington Ave., Philadelphia 
July 18, 1933. 
Mr. Cockrell: 

I have not had a chance before this 
date to write you to thank you and 
Mr. Taubeneck and in fact your whole 
staff for the lovely time I had in my 
brief stay in Detroit. Your hospitality 
was beyond compare, and certainly 
was greatly enjoyed by me. When I 
returned to Chicago bright and early 
the next morning by airplane, I kept 
a sharp look-out for that “Racing 
Demon” Taubeneck, but I guess he 
made his way through many hours 
earlier without trouble. However, 
after the banquet, I wasn't quite up to 
it to take that midnight ride. 

I thought the conference couldn't 
have been more successful in achiev- 


ing the aims desired. The plan of 


functioning through the Nema or- 
ganization produced by Messrs. John- 
ston and Ruthenburg completely ful- 
filled the preliminary necessities, as I 
saw them, and I was most happy to 
be able to march along with the “big 
fellows” in the industry. 

I was greatly impressed by the 
virility of the personalities in the in- 
dustry and I was especially struck by 
the youth, efficiency, and drive which 
stood out in connection with your 
own newspaper organization and staff. 
Let me congratulate you. It is a good 
omen for the future of the business 
that a paper such as yours has sprung 
into being and is being conducted by 
such young and vigorous fellows, 
really pioneers of what is in age, if 
not in size, an infant industry. 

THOMAS Evans, 
President. 


Glad You Came 


Rex Mfg. Co. 
Connersville, Ind. 
July 24, 1933. 
Editor: 

I wish to thank you, in behalf of our 
company, in the matter of your most 
generous entertainment of the writer 
and our secretary-treasurer, Mr. An- 
sted, when we were attending the Re- 
frigeration Division meeting of the 
Nema in the Maccabees building a 
couple of weeks ago. 

Cc. C. Huu, 
President. 


Excellent Handling 
Bush Mfg. Co. 
Hartford, Conn. 
July 11, 1933. 
On the part of our company, I wish 
to compliment the News on the ex- 
cellent handling of the meeting of re- 
frigeration executives last week. 
C. T. Bappver, 
Sales manager. 


Regrets Absence 
Johnson Motor Co. 
Waukegan, Il. 

July 19, 1933. 

We regret very much that we were 
unable to attend the meeting sched- 
uled for July 6 for the purpose of dis- 
cussing effective means of functioning 
in cooperation with the provisions of 
the National Recovery Law. 

We are anxious to know whether or 
not a code is in preparation for refrig- 
erator manufacturers and ask that we 
be placed on your mailing list for this 
informaticn. 

C. P. Rossperc, 
Treasurer. 


What Readers 
Want to Know 


“How dealers in very cheap refrig- 
eration find service problems. Whether 
they are greater in proportion to lower 
prices."—Oblender & Co., 41 S. Queen | 
St., Lancaster, Pa. 

“Service and installations.”"—R. F. 
Bedard, Box 564, Middlebury, Vt. 


“Compressor specifications of lead- 
ing companies with their AS.RE. rat- 
ings.” — Melville V. Schattman, 33 
Ferdinand Pl., New Rochelle, N. Y. 


“Would like to see monthly export 
shipment record published each month 
as shown for November.”—Homer H. 
Hardy, 1030 Creighton Ave., Dayton. 


“Refrigerants.”—C. E. Sartoris, 5860 
Kenmore Ave., Chicago. 


“I think specifications on all boxes 
should be kept up to date. Keep on 
pounding for a return to quality mer- 
chandising.”—C. T. Rice, 52 N. Audu- 
bon, Indianapolis, Ind. 


“Selling and merchandising cam- 
paigns and ideas. Retail stove man- 
agement.”—Leigh Borden, Inc., 433 E. 
12th St., Arc. Sta., Los Angeles. Calif. 


“Display cases (refrigerators) and 
special dairy. One box with sliding 
doors perpendicular.”—S. A. Termine, 
172 Melrose St., Sta. A.. Brooklyn, N. ¥. 


“Ice cream and commercial refrig- 
eration and more of the expansion 
valve."—Eugene A. Thereux, R.F.D. 
No. 2, Watervliet, N. Y. 


“Air conditioning and oil burners.”— 
R. Thomas, Dewey St., Mechanicville, 
me 


“Just continue up to the minute 
news of refrigeration developments.”— 
H. A. Negus, 102 Central Ave., East 
Providence, R. I. 


“Anything pertaining to service.”— 
L. J. Baker, 819 McLean Ave., Royal 
Oak, Mich. 


“Engineering.”—Alvin Myhre, 320 E. 
Sixth St., Colorado, Tex. 


“Oil burning refrigeration or rural 
refrigeration, I want an agency of this 
type of refrigerator.”—M. F. Baker, 
31 Castillo Ave., San Antonio, Tex. 


“Salesmanship and _ service.”—Hoyt 
M. Elliott, Shellrock, Iowa. 


“Cabinet finishes.”"—G. W. Downs, 
700 Sunset Ave., Evansville, Ind 
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ADVERTISING AGE 


July 29, 1933 


McKelvey Joins Comer 


Alfred Douglas McKelvy, formerly 
advertising manager of Midland 
Flour Milling Company and sales 
manager of Town Crier Food Prod- 
ucts, Inc., Kansas City, Mo., has 
joined Russell C. Comer Advertising 
Company, Kansas City. 


Motor Profit Grows 


Graham-Paige Motors Corporation, 
Detroit, has reported a net profit of 
$23,627 for the first six months of 
1933, contrasting with a net loss of 
$249,796 for the same period last 
year. 


Ford issues Booklet 


Ford Motor Company has issued a 
16-page booklet, “Thirty Years of 
Progress,” tracing its history and tell- 
ing of the human side of the busi- 
hess, in commemoration of its thir- 
tieth anniversary. 


ance Advertising Conference, 
water Beach Hotel, Chicago. 

Sept. 25-28. Advertising Typog- 
raphers of America, Chicago. 

Sept. 27-29. Direct Mail Advertis- 
ing Association, Hotel Sherman, Chi- 
cago. 

Oct. 8-10. First District, Advertis- 


Edge- 


Coming 
Conventions 


Aug. 28-29. National Display In-|ing Federation of America, Worces- 
stallation Association, Stevens Ho-|ter, Mass. 
tel, Chicago. Oct. 811. National Association of 
Sept. 79. American Photo-En-| Broadcasters, The Greenbrier, White 
gravers Association, Congress Hotel, | Sulphur Springs, W. Va. 

Chicago. Oct. 19-20. Audit Bureau of Cir- 
Sept. 11-14. Financial Advertisers |°¥/@tions, Stevens Hotel, Chicago. 
Association, Waldorf-Astoria, New Dec. 27-29. National Association of 
York. Teachers of Marketing and Adver- 

Sept. 18-19. Boston Conference on tising, Philadelphia. 


Retail Distribution, University Club, 
Boston. 

Sept. 24-26. Mail Advertising Serv- 
ice Association, Hotel Sherman, Chi- 


Churchill Joins Daily 


Vernon Churchill, at one time Pa- 


cifie coast manager for J. Walter 
cago. Thompson Company, has joined the 
Sept. 25-27. Life groups of Insur- Berkeley, Cal., Gazette. 


Oklahoma W. C. T. U. 
Has a “White List” 


The Oklahoma City chapter of W. 
C. T. U. is preparing a “white list” 
of local merchants who do not sell 
the 3.2 per cent beer recently legalized 
in the state, so that drys may “favor 
these merchants with their trade 
where possible.” 

“This is nothing like a black list,” 
the state headquarters announced. 
“It is only that we feel those good 
drys who refuse to sell beer should 
be made known and that where 
there is any question of placing our 
trade, they should be favored.” 


Sohio Has Movie 
Wilding Picture Productions, Inc., 
Detroit, has just completed produc- 
tion of “Sohio Does It Again,” a 
movie which Standard Oil Company 
of Ohio will use for sales promotion 
purposes. 


AUTO SALES 
INCREASE 18% 


[ED UEING the first six months of 1933 new car sales in 
Louisville showed an 18 per cent increase over the 
corresponding period of 1932. 


This is but one of the indices of the business revival that 
has taken place in this section of the country. Louisville 
lead the Nation in department store sales gains for the 
month of May and there was a 300% increase here in 
building permits over June, 1932. 


For the past six months Louisville has been one of the 
outstanding “good business” spots of the Nation. The 
buyers of this market can be effectively reached at a single 
low cost by concentrating your advertising messages in— 


THE COURIER-JOURNAL 
THE LOUISVILLE TIMES 


Major Market 
REPRESENTED 


Newspapers, Inc. ele 


NATIONALLY 


Audit Bureau of Circulations 


BY THE BECKWITH SPECIAL AGENCY 


BUILD BUSINESS — 
WITH RESEARCH, 
FRANCIS URGES 


Tells How General Foods 
Develops New Products 


New York, July 25.—The boom. 
time system of building up huge cor- 
porations by merging well-established 
existing businesses is being super- 
seded by a system of research lead- 
ing to development of new products 
within a business, according to Clar- 
ence Francis, executive vice-presi- 
dent, General Foods Corporation, as 
quoted recently by B. C. Forbes in 
his syndicated newspaper column. 

“The building of large food mer. © 
gers through the purchase of smaller 
units has been halted,” Mr. Forbes _ 
quotes Mr. Francis as saying, “but — 
the ‘merging’ of new products has 
proceeded in another form. 

“Formerly, new products were ac- — 
quired through purchase of other 
food companies, generally through 
exchange of stocks. 

“During the depression very few ‘ 
food companies have been merged 
by larger units. 


i 


Research Is Serving 


“New products are now being cre- © 
ated within the company itself—in 
its own laboratories, factories and © 
distributing systems. : 

“The new product is soon flourish- © 
ing nationally. The only expense is — 
the usual cost of research and de- © 
velopment, and the cost of introduc- © 
ing the new product into the already 
established selling outlets. 

“By 1929 General Foods had gath- 
ered more than twenty nationally © 
advertised products into its line. No 
new stock has been issued since that 
year, yet the company has success- 
fully introduced several valuable new 
products. 

“About fifty new products are con- 
stantly under the microscope, or on 
the conference table, or in _ trial 
markets. 

“Grape-Nuts Flakes is a recent ex- 
ample of a new product which has 
been developed in the laboratory and 
is now sold nationally. In one year 
on the market it developed into a 
business valued at several million 
dollars. 

A “Tailor Made” Plan 


“It is expected that this new plan 
of product development will be used 
more extensively. It is ‘tailor made’ 
for companies with nationally known 
products and nation-wide outlets.” 

Turning to a discussion of private 
brands, Mr. Francis told Mr. Forbes 
that “after three years of intensive 
competition with private brands and 
bulk buying, the nationally adver- 
tised products are making a healthy 
rise in popular preference.” 

Past experience has proven that 
the old slogan, “It Pays to Adver- 
tise,” is particularly apt on a rising 
market, according to Mr. Francis. 
“General Foods deems this the time 
to advertise vigorously,” he said. 


la te Bo lh a Dh a 


Canada Lifts Ban 
on Amos ’n’ Andy 


Following a promise of apology by 
the Pepsodent Company, Chicago, 
sponsor of Amos ’n’ Andy, famous 
radio team, the Canadian government 
this week lifted the ban against the 
program, which was put into effect 
because of an alleged slur at Great 
Britain over the war debts. 

The slur is supposed to have con- 
sisted of a comparison between Brit-_ 
ain’s default on its debt payment and — 
a man who refuses to pay his bills— 
after being assisted in recovering — 
from a serious accident. i 


. 
Graphic Arts Service 


Graphic Arts-Process Corporation 
has been organized in Detroit with 
Frank J. Rouland as president and 
treasurer; Ed Powers, vice-president; 
and Frank S. Spohr, sales manager. 
Offices and plant are in the Graphic 
Arts Bldg., 41 Burroughs Ave. 
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We didn't change our policies—through all these long, 
tough years. The fundamental ideas behind the OPEN 
ROAD FOR BOYS Magazine are so sound, so vital, they 
could not be shaken even by the deepest crisis in history. In 
fact, we thrived through it all! 


During the period our circulation has grown from 150,000 
to 225,000! In those times, mind you! Our magazine has 
been enlarged and elaborated. Color illustrations have 
been added. Advertising revenue has held nearly constant. 
Now we are swinging forward at an even faster pace. The 
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L. S. GLEASON, Advertising Manager 
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July issue was best in our history. August was twice last year | 


—so will be September! 


The OPEN ROAD FOR BOYS grows—and will grow faster 
still. Usually it brings advertisers results not comparable with 
anything in their experience. Now it will bring better still. 


After all, there's no secret to it. It's a case simply of edi- 
torial aptitude, of knowing boys and giving them—not what 
WE want to read, not what YOU want to read—but just ex- 
actly and precisely what THEY want to read! It's a formula 
that works. 


BOYS’ MAGAZINE 
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Three Accounts Placed . 


with Turner Agency 


Advertising of Mills Chemical 
Company, Girard, Kan.; Old Monk 
Olive Oil Company, Chicago; and Jel 
Sert Company, Chicago, has been 
placed with James H. Turner Adver- 
tising Company, Chicago. 

For Cranolene, Mills Chemical 
product, farm publications, maga- 
zines and newspapers will be used; 
for Old Monk olive oil, newspapers; 
and for Jel Sert Company, newspa- 
pers, outdoor and radio. 


Lesfestay Dies 


Arthur J. Lenfestey, for 30 years 
sales manager of Scotten-Dillon 
Company, Detroit tobacco manufac- 
turer, died July 25 after a brief ill- 
ness. He was 61 years old. 


Majestic Gives 
Free Insurance 


With Auto Radio 


Chicago, July 27.—Free insurance 
for auto radios is being introduced 
by Grigsby-Grunow Company, Chi- 
cago, in connection with its Model 
66 radio, listing at $44.95. 

Distributors of the radio have been 
advised that an insurance certificate 
protecting the owner against loss or 
damage by fire, theft, lightning, wind 
storm, cyclone, tornado and explosion 
of the entire radio while in the own- 
er’s automobile for one year from 
the date of installation, will be fur- 


nished free with every Model 66 
radio sold. 

The insurance is issued by the 
Phoenix Insurance Company of 
Hartford, Conn., and ordinarily would 
cost something like $10, Harry Alter, 
assistant general sales manager, has 
informed the Grigsby-Grunow dealer 
organization. 

“Majestic is laying plans to pro- 
mote this spectacular feature in every 
way possible,” Mr. Alter asserted. 
“Broadsides, folders, dealer newspa- 
per advertisements will all empha- 
size the appeal of this Majestic free 
auto radio insurance.” 

Dealers are being informed that 
the insurance is issued to the retail 
buyer of the radio, and “neither the 
dealer, distributor or manufacturer 
has anything to do with claims.” 


Hamiltons Advertise 
Their Happy Marriage 


To end rumors that they were 
planning a divorce, Mr. and Mrs. 
Neil Hamilton are using advertising 
space in theatrical trade papers. 

“Mr. and Mrs. Neil Hamilton wish 
to announce they have been happily 
married for eleven years, and that, 
in spite of the many rumors appear- 
ing in the public prints and heard 
wherever all true gossipers gather, 
they intend to remain so for many 
times eleven years,’ copy says. 


Representative Dies 


William McKee, for the past seven 
years Chicago advertising represen- 
tative for Woman's Home Compan- 
ion, died July 25 in Grand Rapids, 
Mich. 


Wraz thinking of well over 
400,000 Chicago families —families in 
every income level. 

Buying has been put off. But re- 
furnishing is under way .. . with 
business picking up, men going back 
to work, salary checks certain. 

The living room comes first —the 
room the family entertains in. But 
the whole house needs sprucing up— 
dining room, bedrooms, bathroom, 
kitchen. 


* * K * 


This vast group of more than 400,000 
families reads the Chicago American 
every day. Aggressive advertising of 
household equipment will get in- 


creased acceptance in this huge mar- 
ket now. 

This American market responds. 
Proof: For six consecutive years the 
Chicago American has led all Chicago 
daily newspapers in furniture adver- 
tising lineage. 


* * * * 


Conservative estimates show that 
the average Chicago home spends 
$1300 a year for merchandise. That 
means just this: Chicago American 
families are going to spend at least 
$500,000,000 during the next year. 

This fact alone proves that to doa 
major merchandising job in Chicago 
the American must be used. 


YOUTH SPENDS 


O get ahead, to earn more 

and spend more, to be 
thrilled with life and to enjoy 
it to the full—these are the 
desires of the ‘‘younger’’ mar- 
ket which distinguishes the 
Chicago American. 


The Chicago American 
caters to “‘those who are or 
who think under 40’. It is 
completely modern . . . pre- 
sents with a flair the human 
interest, romance, drama in 
the day’s events. Only in this 
light can its readers be under- 
stood, and their greater urge 
to spend appreciated. 


CHICAGO AMERICAN 


a g00d newspaper 


ant A MIGHTY MARKET FOR MERCHANDISE 


National Representatives: Rodney E. Boone Organization 
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SEEK UNIVERSAL 
ACCEPTANCE OF 
FOUR A'S FORH 


Non-Members Urged to Use 
New Order Blank 


New York, July 27.—A statement 
released this week by the American 
Association of Advertising Agencies 
formally introduced’ the 
standard order blank for publica. 
tions adopted by the agency group 
in cooperation with the Americap 
Newspaper Publishers Association © 
the Periodical Publishers Associa. 
tion, Associated Business Publica. 
tions and Agricultural Publisherg’ © 
Association. 

The changes in the new form were © 
reported in the July 8 issue of 
ADVERTISING AGE. Major revisions : 
include the stipulation that the 
agency will not rebate any part of 
the commission, the omission of in. 
structions covering circulation guar. 
antees and emphasis put upon the 
agent’s sole responsibility for the 
payment for space. Contrary to pre 
vious practice, the use of the form 
by non-member agencies will not 
only be approved, but encouraged. 

The delay in making the formal 
announcement has occasioned con- 
jecture as to the steps being taken 
by the sponsoring organizations to 
enforce the no-rebating agreement 
incorporated in the form. The re 
lease does not mention the matter, 
and it has been the concensus that, 
if the subject was ignored at this 
time, it would mean that the spon- 
sors would await developments un- Ft 
der the national industrial recovery 
act before initiating aggressive meas- 
ures of their own. 

The statement from the American 
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Association of Advertising Agencies . 


reads in part: 

“The standard order blank of 1920 
was an attempt to establish greater 
uniformity. Although it did not come 
into universal use, it was used suffi- 
ciently widely to become a standard * 
for the industry. 

“It aided in eliminating some 
agency conditions which were am- 
biguous or misleading or planned to 
secure unusual advantages and it 
gave to publishers a standard form 
upon which they could rely. It helped 
to secure for agencies uniform treat- 
ment without discrimination and fa- 
cilitated acceptance and handling of 
orders. 

Hope for Wide Use 


“Off-standard practices have not 
been entirely eliminated. Even today 
a few of the smaller agencies some- 
times submit contracts so drawn that 
the advertiser, and not the agent, 
becomes liable for payment for the 
service rendered; others’ allow 
agency inspection of competitors’ 
contracts in the hands of publishers, 
which would be unfair to competing 


agencies and advertisers. Still others © 


omit provision for cancellation of 
short rate, making the agency liable 
for the full amount of the contract. 


“It is hoped that agencies gener- © 


ally will adopt the new form as soon 


as practicable and that publishers | 
will insist upon its use, refusing to 


accept conditions at variance with 


the standards. No provision is made © 
for changes in the copyrighted stand- ~ 
ard condition by either agencies or 
publishers, except conspicuous cross- © 
ing out on the back of the form or 4 
equally conspicuous additions on the © 


face.” 3 

A. A. A. A. member agencies will — 
use a white stock imprinted “Mem- 
ber A. A. A. A.” Use of the form 
on colored stock and without the 


imprint is extended to non-member — 


agencies which can give satisfactory 


evidence of their bonafide character © 


as advertising agencies. 


KFWI Suspends 


Radio station KFWI, Bellevue Ho- 
tel, San Francisco, has suspended 
operations. 


Buff 


Bu 
Ford 
adve 
signe 
are 0 
in Vv 
ently 
adve 
their 
rectl 
psyc 
Mr. | 

Th 
velo 
deale 
this 
the . 
falo 
Eve 


ae PT wy 
pels a 
ae —— sseaate 
io aes 
aye P| 
a jes ; 
. 
’ a 1 ’ ee 
eh | a 
i ad 4 S8SSS———————————0000———_————— 
ode ae sw eS ua : 
asa aes een eee een ees 7 UE OTS —A, Sal ie! 
= ier —_ = om teat! is Rist ey Z H 
Eig ee BE —— ee pee: OP REO fs it) ee a ee 
= ee S| | an . ee elie fre << eR? BNO Sea INS 
er” : aS = ‘ see ‘ y Gs * — “ i S143 Agere Bs “x } a ' { oe vie Fe / = Pag Sy 
eS iG ye S§5 Ny ‘ iy / i ES a <5 . fim = Fe | a 7 
mares sar J ~ cS stage = Pe-6"- ~~ s, - pale apo { 
pda ; i \ a ——— pS ae am as ae . SoS ema i ‘ Paes 3 ates WN 
\ aha Ts ay Sm Se “Vie Bes se er pps eo > ee: Be yen P ‘ l 2 
Vpoke 6 aire ae \\ eS 7 ine : e Sa 35 i *)) Se ae ae sa “is oe na ‘ ; be * . Tay “hee 
eee : j =. . . | ea ce. ane Bion Th. ee & 
LG = : q 4 q a | = ip eee Rh oa 5 cane a 2 e Ry Regen, « 
: 2 eae —————— i 
aS: SS —— ae he 5 . » ee et Se ee gn an ARES ee, pe 
7a eee — ane oy s . :. | Ase. IN ” — ie Ps: Pon” en See Mets Reeve Sey * $i SAA . T= 
bis: — SH «Oe, ee ie 1 Ee tS Raia a eg Ca } 
Mere Theat ae "* SUE WA ee ee ee ee SSIES. ZZ 
Ls aay Be eye == gre 7 = | SS tae Scat tee aac — 
dh ame “+. . Te 4; s) rm pt aay Neg a eee ae + : i. Le oe 
= ene Se Bey a SiS aes ezine eae | 
a ee og SS + go>”, . cs ie ee * se <a agalae end : gee 2 ESE SAS ee: Se ¥ othe 
7 . Ber < anne ~ a Riek! el Rc) es he eee nee se RI Gene ee uses 
ws l WA 0: ak By. ev BPH ARS Sea ae Aas is:. re fe ous | 
- an ee o\. fg v ‘ui Set br a | ieee = ay RR — x eo . = Sees pee 
A A le Os pe ee | ee Ni \ Fe 
“Om . ee . a ON ee o ae =. Sy eg See Sat di ] We Sal ing 
te ¢ Pa A fits g 7 5 Yee Sd Pi iat \ 2, - he “Soe 
a Fs > . ' ay yar 4 Pye Bay ot . Sricis eS 1: sa 7 ae a “ Be . a 
S et eo P poe : EF OPT, oh ae ~ py same) “S/4 = ary ery. 
eee gas . Gage CNS oY ee er eS. deve 
Sa : - > @a=aas We Sy ee ee j Sea tend 
“Ss ae I ae 2 Basins és 7 ‘ | SoeetS : poss 
 * ae oS + te aS 
> : ‘ = pe riage ae 7, ee J ee WN ‘ lies uae ce oe = NES = cam 
Ess SSS : Pave Br J By a ; ~<a Se: : Be ee: rc: Se ei emp 
eT Sy ae” is : ; SN "te Pe lke ; ae run 
et | P ~*~ eae “A ae ae e a 
. 4) A — SG =< | gx 2 | ‘ =. Se 5: bos a 
— ae IANS ae “/\| | ie tee \f a _ neal fact. 
eee ee SE r eae bs | ie t Winei8s = Cd 9. Pe 7 ass | an 
. opie: ee “a + ie . W tee 3 s~ S 4 Acitrs. 9 ns ; 
ee See A e& 4 £1 aS Wiis 2) on Le effo 
ia ies AS fee Po 3 | IE . ( ” | ; > s os Gs ‘@ ai — 9 ; 1 | and 
oa er ty 7 oe > , te ~ a < : rH | i Csr ‘. : | ma 
. ieee — ~ s ae Uv i) ge gles : Pex > —w Bos 2?) io | ae | , ray 
Se 3 > Se _ >" 1 | Y Sr | a 
witty A Gee | aw (Se =a 9) j a 
me Sot ae Sees 7 ie Poe. "2 ee ee mS >8 opr ones ee Sa) 
2S ae Pee yt y A oo ae “i a = ae g | NX } 4 bit \ oe 4 fact 
; a. & ial / i ee 
tg - 8 ee # e ‘ wa chk eer. 3 
fig G . Ai] : Be ee) oo a T 
aa 3 > j 4 ee = $A ee 
t , _—s © ‘ ea 8 Bae P i. a 
es A : 9 > ae ce ae C53 3 Ae fu 
es ps ae ae sive 
. a SS run 
: ae Pr ee ea eae Pee Sen 
rela 
ee car’ 
er Se 
oe the 
ee : . dist 
Hee ss tow 
eee ; 
rod ‘ pi 
re ee 
: gasi 
Ess 
- ie onh 
Bee T 
: any 
a ae has 
pe asi iy DE eee pos 
tim 
soe se abe 
ae ; tific 
cop 
7 
can 
by 
wh 
; tior 
: tes! 
ee = )\.| 
‘ 
4 ae age 
els pe 
a ee the 
< oe wh 
ii, po 
;: S1X 
| Pe wa: 
| po 
: eco 
eng 
wit 
f as 
to 
the 
the 
fin 
nee ¢),: 
ee the 
ee | 
ee pai 
ae — ‘ 
| aa 
thé 
ral 
pa’ 
an 
° eee ate | 2 Be, 2 pene Bee so nee pay 
eee | he ee Be Sai, my ae a cet ee gs ST ee he See ate a el oie oe Ss aes ee 
- RARE at ot OC a) On en ee Se ee ee te era ae Te i tte Sh atin ee erenes heey ose) age Sat oe oer ie Br Pkt eae tered i ee on 
SRN kee Se a ee Co eee bas ee es ' oan eae See meee ee Petar is geile. Av teacu tas armen t : gat ela What mgee gen ea ean iiememies Te IRS ay og oR a a ee Se a ee ee 
ec ee hes ese fei a a area Tt elon ee at aCe es eae in aceon eG SET ec es 1 2a eae ent, Ce eee Cae nee betaine: 5) aaa Rede hte.tang eatin ay Se? ae ara a ae Bates : Be 
< A ee ca ee ee ee ee a a ee rT 
ApS rere 9 a en a een nora ade a tastwiset, oS TT Pee 5: am MRE Cte ie 
ia Re - Re eae Re re et ae jos aN a Pah 
ee ee oe: . ame eT ae re a: eer 


>ment 
2Tican 
encies 
vised 
iblica- 
group 
erican 


ee ee 


ation, 


'SOcia- 
iblica- 


sherg’ — 


| were 


ue of 
‘isions 
tL «the 
art of 
of in- 
guar- 
n the 
r the 
O pre- 
form 
il not 
ged. 
‘ormal 
| con- 
taken 
ns to 
ement 
he re- 
natter, 
3 that, 
t this 
spon- 
ts un- 
novery 
meas- 


erican 


encies . 


f 1920 
reater 
, come 
1 suffi- 
indard 


some 
e am- 
ned to 
nd it 
| form 
helped 
treat- 
nd fa- 
ling of 


re not 
today 
some- 
mn that 
agent, 
or the 
allow 
stitors’ 
ishers, 
peting 


others — 


on of 
liable 


ntract. © 


gener- 
Ss soon 


lishers © 
ing to | 
> with 

; made © 
stand- © 
‘ies or | 


. Cross- 
rm or 
on the 


2s will 
“Mem- 
> form 
it the 


pes Teri gli Ne 


ember — 
factory 


iracter 


ue Ho- 
pended 


: 


July 29, 1933 


ADVERTISING AGE 


19 


FORD DEALERS 
REFUTE CLAIMS 
OF GAS WASTE 


Buffalo Copy Gives Record 
of Ford and Essex 


Buffalo, N. Y., July 26.—With the 
Ford Motor Company restricting its 
advertising to a series of letters 
signed by Henry Ford, most of which 
are of the prestige type, Ford dealers 
in various communities are appar- 
ently finding it necessary to develop 
advertising angles and campaigns of 
their own, some of which run di- 
rectly counter to the advertising 
psychology known to be favored by 
Mr. Ford. 

The latest and most important de- 
velopment in the efforts of Ford 
dealers to build sales occurred here 
this week when a group known as 
the Authorized Ford Dealers of Buf- 
falo used 800-line space in the Buffalo 
Evening News to report the results 
of a test run refuting the claims of 
other dealers that the Ford V-8 
uses more gasoline than the numer- 
ous sixes in its price class. 

Following closely upon the launch- 
ing of a chain program by Ford deal- 
ers in a number of cities, the local 
development, which is being ex- 
tended to other cities, points to the 
possibility of a multiplicity of Ford 
campaigns, totally unrelated and 
employing diversified appeals, being 
run without the approval of the Ford 
Motor Company. As a matter of 
fact, it is reported that Ford officials 
are little pleased with the type of 
effort being sponsored by dealers, 
and while no effort has yet been 
made to correlate dealer copy with 
that emanating from the factory, such 
action may be forced upon the manu- 
facturer as a defensive measure. 

Essex Is Mentioned 

The local copy is expected to create 
furor in automotive circles, since it 
gives the results of a 111-mile test 
run in which a Ford V-8 and an 
Essex 6 engaged to determine the 
relative gas consumption of the two 
cars. The copy not only recorded 
the fact that the Ford negotiated the 
distance, covering various cities and 
towns in the Buffalo area, with an 
average of 21.7 miles per gallon of 
gasoline consumed, but also that the 
Essex, mentioned by name, averaged 
only 20.8 miles per gallon. 

This is believed to be the first time 
any advertisement for the Ford car 
has ever mentioned the name of a 
competitor, and one of the very few 
times that derogatory statements 
about a competing automobile, iden- 
tified by name, have appeared in 
copy for any motor car. 

The test run and the advertising 
campaign in Buffalo were arranged 
by the Landsheft Advertising Agency, 
which is now engaged in the promo- 
tion and advertising of similar con- 
tests between Fords and various 
light sixes in 65 eastern cities. 

“The idea of making actual mile- 
age tests,” J. C. Bonning of the 
agency told ADVERTISING AGE, “was 
the result of considerable advertising 
which has appeared of late for light 
six-cylinder cars, which obviously 
was aimed at the Ford V-8, the infer- 
ence being that the sixes were more 
economical than the eight-cylinder 
engine. 


Accepts Challenges 


“Our agency had come in contact 
with Ford dealers in the Buffalo area 
as the result of a 10,000 mile test run 
to prove the low gas consumption of 
the V-8, staged a few weeks ago by 
the Ford people and the Kendall Re- 
fining Company. 

“We learned that Ford dealers felt 
that some reply should be made to 
the claims put forth for the six- 
cylinder cars, and the present cam- 
paign is the result.” 

“We didn’t challenge the other 
cars,” Mr. Bonning said. “We felt 
that they had challenged us. So we 
ran advertisements to start our com- 
paign, announcing that we were 


ready to take them up. The Essex 
was the only car that agreed to com- 
pete with us in Buffalo. and the out- 
come more than fulfilled our expec- 
tations. » 

“In our original layouts for the ad- 
vertisements announcing the results 
of the test. we had a headline read- 
ing, ‘The Ford V-8 costs no more to 
run than any full-sized six.’ But the 
results of the test with the Essex 
were so conclusive that we were 
able to change it to, ‘The Ford V-8 
costs LESS to run than any full-sized 
six.’” 


Quick Answer 


Detroit, Mich., July 26.—Last week 
Chevrolet made much to-do in its ad- 


vertising over the fact that its bodies 
were made of steel and wood, point- 
ing out that steel alone was not 
strong enough. 

Last week-end Henry Ford took up 
the gauntlet, pointing out in his 
“open letter” that “until we learned 
better, we used to mix wood and 
steel in our car bodies and wheels. 

“It was the best way to make 
bodies—then. But the state of the 
art has advanced. 

“Of course,” Mr. Ford continues, 
somewhat derisively, “it is more ex- 
pensive to make an all-steel body 
than to make a wooden frame and 
nail steel panels on to it. The better 
way involves an initial expenditure 
of several millions of dollars for new 
dies, which renders a change very 
costly. Cars, especially large expen- 


sive cars which are produced in small 
volume, cannot afford this, because 
the dies cost as much for one car as 
for a million. That alone explains 
why all-steel bodies are not used in 
all cars.” 


Wood All Right for Furniture 


But Ford's policy is to make a 
good car better, regardless of cost, he 
says. 

“For example, when we discarded 
wood-steel body construction, it was 
not because we lacked wood. We 
still have some thousands of acres 
of the dest hard wood in America. 
Economy would urge us to use up 
the wood first, and then adopt the 
better all-steel body. But we de- 
cided that quality was more impor- 
tant than expense.” 


“Steel does not need wood for 
strength or protection,” Mr. Ford 
continues. “Wood is fine for furni- 
ture, but not for the high speed 
vehicles of 1933. 

“Wheels also have become all-steel. 
No one argues that an electrically 
welded one-piece steel wheel, such as 
the Ford wheel, needs to be ‘strength- 
ened’ by adding wood to it. 

“The one-piece all-steel body is the 
strongest, safest, quietest, most dur- 
able body made. That is our only 
reason for making them.” 


Lubeck Appoints Sharp 


Lubeck Brewing Company, Toledo, 
O., has placed its account with Ralph 
W. Sharp, Inc., Cleveland. Newspa- 
pers, outdoor and other promotion 
will be used. 


COTTON GROWERS 
MAKE HISTORY 


—and Millions of Dollars! 


C orron growers of the South have just made his- 
tory—and millions of dollars. 


Their wholehearted response to the Administration ~ 


plan for eliminating one-fourth of the 1933 cotton pro- 
duction—the first step in its far-reaching program for 
reducing surplus of basic agricultural commodities and 
for restoring farm prices to the pre-war parity con- 
templated by the Agricultural Adjustment Act—marks 
the greatest organized achievement in the history of 
American Agriculture. 


In the short period from June 26 to July 12 more 
than 700,000 cotton growers made voluntary and irre- 
vocable contracts with the Secretary of Agriculture to 
retire ten million of the South’s 40,000,000 acres from 
1933 cotton production, thereby reducing this year’s 
crop by about 3,800,000 bales. 


This notable achievement in adjusting cotton pro- 
duction more nearly to demand means a tremendous 
increase in purchasing power of cotton producers and 
a proportionate business improvement over the entire 
Cotton Belt. 


Duane the next few weeks these cotton growers 
will receive from the Government cash benefit payments 
which alone will amount to more than One Hundred 
Million Dollars as a consideration for the abandonment 
of cotton acreage—not more than 25 to 50 per cent of 
any participating farmer’s acreage. Checks are being 
speeded to these farmers—about 35,000 a day—with 
benefit payments ranging from $6 to $20 per acre, de- 
pending upon proven acre yields. 


In addition to these benefit payments of more than 
$100,000,000, it is authoritatively estimated that cot- 
ton growers will receive about Fifty Million Dollars 
in profits on cotton options during the next several 
months. This money will go to each cotton producer who, 
instead of accepting the alternative offer of a larger cash 
payment per acre without option, elected to take smaller 
cash benefit payments plus a non-transferable option 
contract on as many bales of Government-owned cotton 
as his acreage taken out of production would ordinarily 
produce. These options are at 6 cents a pound. With 
cotton now around 11 cents a pound there is an imme- 
diate profit of about $25 a bale for the holders of op- 
tion contracts. 


These millions of dollars now being received by 
Southern farmers for cotton crop reduction are of great 
and immediate benefit. 


But consider the magnitude of increased purchas- 
ing power to be enjoyed by all cotton growers in the 
South by reason of the substantially increased return 
from the remaining 30,000,000 acres of 1933 cotton 
over the price that would have been received had this 
year’s crop not been reduced by about 3,800,000 bales! 


W ra Southern farmers now receiving millions of 
dollars from cotton-reduction payments, from the sale 
of cotton held by them from previous crops, from a 
golden stream of cash from tobacco sales in the bright 
tobacco belt—and with hundreds of millions more to 
be received this fall and winter from very profitable 
sales of cotton and other crops—the Southern Rural 
Market presents a challenging opportunity for profit- 
able sales and advertising effort. 


Those who are alert to immediate and continuing 
sales opportunities—(and who in these days is not?)— 
will want to place schedules in Procresstve Farmer 
AND SouTHERN Rurauist to start immediately. (Some 
of the large number who have already placed schedules 
with us will surely find it profitable to enlarge them.) 


Procressive FARMER AND SouTHERN Rvratisr is a 
modern monthly magazine for Southern farm and 
rural families. E/ffectively reaching more than 850,- 
000 leading and able-to-buy homes, it is an essential 
and an economical aid in influencing sales in the 
South—a region predominantly rural, and where 
rural purchasing power has been restored first. 


Progressive farmer 


Cid Southern Ruralist 


BIRMINGHAM, ALABAMA 
Raleigh .....65.% Atinata . 55 646% Memphis........ Dallas 
250 PARK AVE., NEW YORK--DAILY NEWS BLDG.,CHICAGO 
Pacific Coast — Edward S. Townsend Co., San _ Francisco 
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ADVERTISING AGE 


July 29, 1933 


Ascap Files Suits 
Against 3 Stations 


American Society of Composers, 
Authors and Publishers this week 
filed suit against three southern sta- 
tions, charging the use of copy- 
righted music without payment of 
license fees. 

The stations named in the suits 
are KWEA, Shreveport, La.; KLMB, 
Monroe, La.; and WBBS, New Or- 
leans, La. 


Ehlinger Is Honored 


Stanley J. Ehlinger, president, 
Ehlinger & Higgs Advertising, Inc., 
Tulsa, Okla., has been appointed state 
governor of the United States Ama- 
teur Air Pilots Association. 


Joins Root Agency 


Dr. Ted Christian, well known in 
medical and dental circles, has joined 
the staff of Root Advertising Agency, 
Chicago, to serve ethical accounts. 


We have told you 
right along that 
Akron is a Free- 
Spending market. 
All through this 
de ...n Akron has 
been a high spot 
for salesmen... 
Of course the sales- 
men we have talked 
with have all had 
Beacon Journal ad- 
vertising behind 
their products. So 
maybe we'd better 
say Akron is a bright 
spot for salesmen 
selling Beacon Jour- 
nal advertised mer- 


chandise. 


Akron 


Beacon Journal 


TRAFFIC AUDIT 
BUREAU IS SET 
UP FOR OUTDOOR 


(Continued from Page 1) 
America, Inc.; Henry T. Ewald, 
Campbell-Ewald Company, Detroit, 
and Harrison Atwood, McCann-Erick- 
son, Inc., New York. 

Mr. Peabody gave the following 
account of the steps leading to the 
organization of the Bureau: 

“The Association of National Ad- 
vertisers in 1931 requested the co- 
operation of the Outdoor Advertising 
Association of America in conduct- 
ing studies looking toward a more 
exact evaluation of outdoor display. 
The request was met instantly and 
generously, and this fine example of 
whole-hearted cooperation was justi- 
fied by the final result. 

“Such cooperation is an ideal for 
which the A. N. A. stands. That 
ideal is to approach problems from 
the standpoint of the mutual interest 
of the buyer and the seller, to get all 
the facts in the interest of the own- 
ers as well as the users of mediums. 

“The two associations agreed that 
the most basic facts required were 
those regarding circulation. After a 
thorough canvass of available agen- 
cies, it was decided that the Albert 
Russel Erskine Bureau was best 
qualified to undertake the investiga- 
tions. Dr. McClintock, its director, 
was invited to design the plans and 
to supervise the studies, and he as- 
sociated with him Mr. Burnet, then 
secretary of the outdoor committee 
of the A. N. A. 


Conduct Exhaustive Tests 


“The preliminary investigations 
were completed early in 1933 and 
contgined a complete set of princi- 
ples and practices for the collection, 
evaluation and auditing of outdoor 
advertising circulation. At the re- 
quest of the research staff, the re- 
port was made confidential until all 
of the practices could be submitted 
to exhaustive field application. 

“These tests were conducted dur- 
ing the first six months of the cur- 
rent year in twenty-five cities of 
varying size throughout the country. 
To review these tests, the A. N. A. 
appointed a technical committee of 
three members and requested the 
O. A. A. A. to designate two repre- 
sentatives to sit with this commit- 
tee.” 

Dr. McClintock reported the re- 
sults of the field investigations June 
10 of this year. On the basis of the 
report, the committee decided to ex- 
pedite and formalize the procedure 
by approving a set of traffic audit 
by-laws and by constituting them- 
selves as the Traffic Audit Bureau. 
At this juncture, the American As- 
sociation of Advertising Agencies 
came into the picture. 

“With the idea of having all groups 


public, $5,800,000 


engineers and contractors of this type 
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Important construc- 
tion contracts awarded 
week ending July 27 


Type of Work Value For Awarded to 
SERA Serre $250,000 Buffalo Savings Bank... J. W. Cooper Co. 
EP rrsee 225,595 Oregon Hy. Dept....... West Contracting Co. 
UD BMD . 56.0 6ss0s 100,000 = Santa Rita Oil & Gas Co.. Winston Bros. 
Department Store... 400,000 Bullock’s, Inc........... = — Co. 

Bridge Repairs .... 274,437 Pittsburgh ........... W. &. 
Sanitarium ........ 200,000 Crystal Rock Water Co.. Weller Constr. Co. 
0 eae 500,000 PS. ee Tankersly Constr. Co. 
hoe 5 ow n0kk 245,437 sevete i Separate Contracts 
Bridge ..... 244,400 H. Toll Bridge Comm. Crandall Eng. Co. 
Irrigation 118,404 Bureau Reclamation . J. A. Terteling & Son. 
Hospital 251,000 . Phillips Hospital. Murch Bros. Constr. Co, 
Private contracts, $7,118,000; 


and others that bring the lead pid to $12,918,000. 


Equipment and materials manufacturers are unlimbering their selling guns on 
who are computing estimates on the large 
volume of projects that Public Works funds are creating. 
Government means business they are making the first real selling effort in years. 
The July issues of Engineering News-Record and Construction Methods carried 
several new advertisers and increased space from regular advertisers. 
(1) Salesmen can not do the selling job alone; (2) the time to sell equipment and 
materials is before estimates are computed. Ask McG 
New York, how little a continuous advertising job costs. 


vertising poe Sig . Bebe: 


Satisfied that the 


Remember: 


cGraw-Hill, 330 West 42nd 


OVALTINE ADOPTS EDITORIAL STYLE 


How toBnild Up a Child 


' By Actually CREATING HUNGER 


2 By ADDING WEIGHT at the Rat 


By a Noted Swise Scientist (and Now Made in America) 


Rapidly i in in Summer 


) By CURBING NERVOUSNESS and 


‘mer be dtmintahed an mush os 


—May Almost Literally Make Your, Child Over During . 


These Vacation Months—and Send Him Back to 
School in the Fall Greatly Benefited in 3 Ways 


ORPHAN ANNIE'S 
SHAKE-UP MUG 
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Ovaltine copy in "American Weekly,” 


which fo'lows the editorial 


format of that publication in telling its story. The Orphan Annie 
shake-up mug which the company is giving to users is featured in the 


copy. 


with a common interest represented, 
the original members of the Bureau, 
desiring the fullest cooperation of the 
advertising agents of the country, 
extended an invitation to the A. A. 
A. A. to participate,” said Mr. Pea- 
body. 

“The invitation was accepted and 
Henry T. Ewald and Harrison At- 
wood were designated representa- 
tives. In accordance with an origi- 
nal agreement, the A. N. A. appointed 
Robert J. Flood as its fourth repre- 
sentative. 

“The traffic by-laws specify in de- 
tail the methods to be followed in 
the collection, evaluation, auditing 
and reporting of circulation figures 
for outdoor display. They afford a 
new, valuable and uniform measure- 
ment for the advertising values of 
the outdoor medium. The advertiser 
may have complete confidence in the 
accuracy and integrity of the state- 
ments.” 


O. A. A. Approves Program 


The entire program was approved 
by the national directors of the Out- 
door Advertising Association of 
America, Inc., at their meeting in 
Chicago, June 29, and it is under- 
stood that several score of outdoor 
plants are already preparing their 
circulation statements. 

“As president of the Association of 
National Advertisers, Inc.,”’ concluded 
Mr. Peabody, “I feel I ought to take 
this opportunity to express the ap- 
preciation of advertisers for the com- 
plete candor and generosity with 
which the organized outdoor indus- 
try has extended its cooperation. 

“The buyer and the seller have 
met on common grounds for a scien- 
tific evaluation of services in which 
they have a mutual interest. The 
results should be of great and sig- 
nificant value to both.” 


Nature Friend Appoints 


The Nature Friend, Inc., New 
York, maker of Magic bird foods and 
supplies, have appointed Fertig, 
Slavitt & Gaffney, Inc., New York. 
National magazines will be used. 


Has Golf Tournament 


The Cleveland Advertising Club is 
in the midst of a five-meet golf 
tournament, the finals of which will 
be played at Westwood Country 
Club. 


Program for 
Display Meet 


Is Announced 


Chicago, July 27.—The preliminary 
program for the meeting of National 
Window Display Installation Asso- 
ciation, to be held at the Stevens 
Hotel here Aug. 28 29, has been an- 
nounced by Sol Fisher, Fisher Dis- 
play Service, who is chairman of the 
convention committee. 

Following addresses of welcome, 
the meeting will get down to serious 
business with an address by Mr. 
Fisher, outlining the purpose of the 
convention, after which the gavel will 
be turned over to N. Silverblatt, Dis- 
play World, who will act as tempo- 
rary chairman. 

With the election of a permanent 
chairman completed, the convention 
will discuss the general purposes of 
the convention and will also hear 
reports of committees on the NIRA 
code, and on other business matters. 

Few formal talks are scheduled for 
the convention, most of the time 
being devoted to an informal discus- 
sion of problems intimately affecting 
the industry. Joseph Kraus, adver- 
tising manager, A. Stein & Co., Chi- 
cago, will speak at the luncheon on 
the second day, his talk being the 
only formal talk by a non-member 
which has thus far been scheduled. 


“Food & Service” 
Started by Gillette 


Gillette Publishing Company, Chi- 
cago. has announced the publication 
of Food and Service, a new roto- 
gravure trade publication for hotels, 
restaurants, clubs, hospitals, ete. 

The first issue will appear Oct. 10, 
and will have a controlled circula- 
tion of 75,000. 


Give Beer to Buyers 


With the advent of beer in Okla- 
homa, two Tulsa refrigerator retail- 
ers are offering a case of the amber 
fluid free with the purchase of each 
electric refrigerator. 


Sieloff to Daugherty 


Advertising of Sieloff Packing 
Company, St. Louis, Honey-Dew sau- 
sages, has been placed with Jimm 
Daugherty, Inc., St. Louis. 


Best Foods Program 


Features Allen, Grofe 


Best Foods, Inc., will launch a new 
radio program over an NBC-WEaAp 
network at 9 p. m., E. D. S. T., Aug, 
4, in which Fred Allen, comedian, 
and Ferde Grofe, composer and ¢op. 
ductor, will be featured. 

The program will be heard each 
Friday evening. 


Stefan Boosts Wages 


Stefan, Inc., Milwaukee, window 
display installation service, has ap. 
nounced an increase in the wages of 
installers and office and warehouse 
forces, to take effect Sept. 1. 


Agent for Machinery 


Humphrey, Prentke & Scheel, Ine, 
Cleveland, has been named to handle 
advertising for Motch & Merry. 
weather Machinery Company, ma. 
chinery merchants. 


CIRCULATION 


Percentage 
Raw Materials 1.57 


Iron and Steel Pro- 


INE 5 0.5 takaus 2.90 
Consumers for Fabri- 
cation and_ Treat- 
NE 5. on wipe lee 10 
Consumers for Manu- 
facturing .......... 3.45 
Consumers for Direct 
ee cele oa a aes & 6.36 
Distributors .......... 4.14 
Non-Consumers ...... 3.94 
RE ee ace A 


YOUR CATALOGUE 
ON PERMANENT FILE 


and always immediately accessible 
in 13,000 active offices of archi- 
tects, engineers and general con- 
tractors. This is the objective at- 
tained by the Sweet's plan. In- 
dividually-bound copies (preprints 
or reprints) may be had at mod- 
erate cost. Sweet's Service takes 
care of every catalogue need for 
building product manufacturers. 


SWEET’S CATALOGUE SERVICE 
Division of F.W. Dodge Corporation 
119 WEST 40th STREET, NEW YORK 


A Complete 
Production Service 


TYPOGRAPHY 
ELECTROTYPES 
MATRICES 
STEREOTYPES 
PRINTING 


Western 
Newspaper Union 


NEW YORK + 310 East 45th St. 
CHICAGO + 210 So. Despliaine St. 


and 34 other cities 
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MIRACLE WHIP 
SALAD DRESSING 
EXTENDS DEBUT 


“Kraft-Phenix Finds New 


World to Conquer 


Chicago, July 27.—While continu- 
ing its promotion on behalf of Kraft 
Kitchen Fresh Mayonnaise, Kraft- 
Phenix Cheese Corporation is launch- 
ing a national newspaper and radio 
campaign for a new product, Miracle 
Whip Salad Dressing, following a 
successful test in the east which has 


stirred up much interest. 


The company believes there are 
two distinct markets for products of 
this kind—those who definitely pre- 
fer salad dressing and others who 
are wedded to mayonnaise. The 
total market has increased sharply 
in size during the last few years, as 
the public has veered away from 
heavy foods and exhibited a pref- 
erance for those which are kinder to 
the waist-line. In addition, the num- 
ber of people who make their own 
salad dressing or mayonnaise has 
declined steadily. 

Almost half a million lines of news- 
paper advertising will be used in 
major markets in the extended cam- 
paign for Miracle Whip. The cam- 
paign will begin Aug. 3, closely fol- 
lowing the technique so successfully 
used in the east, with teaser copy 


running the first day, the complete 


story being told in large announce- 
ment advertisements the following 
day. Copy will again challenge the 
curiosity of housewives with the 
guarantee: “Double your money 
back if you don’t like Miracle 
Whip Salad Dressing better than the 
finest mayonnaise you ever tasted.” 


Good Profit Opportunity 


Miracle Whip Salad Dressing is 
selling at a higher price than most 
comparable products on the market, 
offering attractive profit opportuni- 
ties. Kraft-Phenix believes the de- 
mand for a low price is definitely 
over, quality now being the thought 
uppermost in the minds of the pur- 
chaser. 

The Miracle Whip radio program 
brings together two outstanding 
stars, Paul Whiteman and Al Jolson, 
with a number of lesser celebrities. 

Jolson, fresh from his one-round 
decision over Walter Winchell, joins 
the NBC program Aug. 3 and will 
appear every Thursday night there- 
after. Jolson is making his second 
“appearance” in radio, his first being 
for Chevrolet, during the course of 
which he was much embarrassed by 
having some of his best jokes come 
into contact with the blue pencil. He 
finally withdrew before the comple- 
tion of his contract. 

Special dealer helps are being pro- 
vided for the opening push on Mir- 
acle Whip Salad Dressing, including 


* display ideas which will help dealers 
" localize the results of the advertis- 


ing. 

John H. Platt is advertising man- 
ager of Kraft-Phenix. The campaign 
is being placed by J. Walter Thomp- 
son Company. 


Putnam Nominated to 


Head Insurance Group 


Henry H. Putnam, advertising 
* manager, John Hancock Mutual Life 
Insurance Company, has been nom- 


_inated for the presidency of Insur- 


ance Advertising Conference. Arthur 

| H. Reddall, assistant secretary, 

Equitable Life Assurance Society, 

j has been nominated for treasurer, 
-and Robert H. Pierce, Aetna Life In- 
“surance Company, is the choice for 

» secretary. 

_ Stanley F. Withe, president of the 
conference, who announced the nom- 
inations, stated that the membership 

had voted to continue the conference 

in its present form instead of split- 
ting it up into separate groups for 
each division of the insurance field. 

The conference is composed of 103 

of the largest life, fire and casualty 

companies. 


Kuppenheimer Promotes 
Stroud and Lebensburger 


George S. Stroud, who has been 
advertising manager of B. Kuppen- 
heimer & Co., Chicago, clothing man- 
ufacturers, has been promoted to 
sales manager. 

M. M. Lebensburger, who has been 
assistant advertising manager for 
four years, has been named adver- 
tising manager of the company. 


New Management Buys 
Electric Typewriter 


International Business Machines 
Corporation, New York, has pur- 
chased all assets of Electromatic 
Typewriters, Inc., Rochester. 

The company manufactures an all- 
electric typewriter for general com- 
mercial use. 


J. M. Mathes 
to Launch Own 
Agency in N. Y. 


New York, July 27.—J. M. Mathes, 
who resigned from N. W. Ayer and 
Son, Inc., last March, after 24 years 
of service with that organization, has 
organized J. M. Mathes, Inc., a new 
advertising agency. Offices will soon 
be opened in the Chanin Bldg. 

Mr. Mathes was a senior vice-presi- 
dent and director of N. W. Ayer and 
Son at the time of his resignation, 
and had been in charge of that 
agency’s New York office since 1919. 
Prior to that time he had been in 


charge of the development of new 
business throughout the country for 
the agency. 

Personnel of the new agency has 
not yet been announced. 


Plan Advertising 


Group in Texas 


Preliminary plans are being de- 
veloped for formation of a new ad- 
vertising association to be known as 
the Texas Association of Advertising 
Clubs, or for development of a still 
larger group to include all south- 
western advertising interests. 

Plans for organization are being 
studied by a committee composed of 
C. B. Wakeley, Tracy-Locke-Dawson, 
Dallas; Miles F. Leche of Hanff- 
Metzger, Inc., Houston; and Robert 
G. Coulter, Coulter & Payne, San 
Antonio. 


Fitz-Gibbon, Frankle 


Join Brooklyn Brewery 


James E. Fitz-Gibbon, formerly 
eastern sales manager for Mission 
Dry, has been appointed general 
sales manager for Hittleman Golden- 
rod Brewery, Brooklyn, N. Y. 

Philip Frankle, who formerly 
headed his own agency, is the brew- 
ery’s new advertising manager. 


New York Requires 
Weight on Bread 


The commissioner of Market for 
the City of New York has ordered 
that the weight of every loaf of 
bread must be clearly marked on the 
wrapper. 

As an alternative the seller may 
exhibit prominently a sign giving 
the weight of the bread sold. 


Advertising News 


presenting it 


Advertising Age Did Not Invent 


- - but it invented the correct method of 


Advertising news is more important and more interesting than ever 


before in the history of this important business, but it is not a recent 
development. News situations affecting vitally the advertising interests 
of the nation have arisen frequently ever since advertising emerged from 
its swaddling clothes. Much of it has been reported, after a fashion. 


It was not until the beginning of 1930, however, that ADVER- 


TISING AGE invented a new and highly developed technique for the 
increasingly important task of gathering, reporting and publishing news 
of significance and interest to the entire advertising field. At the same 
time it created an organization capable of using this new editorial tech- 
nique to the best advantage. 


Because of today's great volume of advertising news, and because 


of the necessity of handling advertising news with men trained to see 
and appreciate news values in advertising and to handle news stories in 
news style, ADVERTISING AGE performs its unique function successfully 
with facilities created exclusively for this purpose. Leisurely treatment 
of magazine articles differs in every respect from the technique required 
for handling fast-breaking news stories in the style now so familiar to 


ADVERTISING AGE readers. 


The National Newspaper of Advertising has an organization of more 


than forty editors and correspondents, especially trained in reporting 
vital advertising news developments. They are present in person wher- 
ever important news is breaking. They are located not only in the major 
centers of advertising, but also in every other city where advertising 
news may develop. Thus in addition to insuring a rapid, complete, first- 
hand reporting job, ADVERTISING AGE, through its far-flung news- 
gathering organization, maintains a truly national view of the advertising 
picture in all its aspects. 


The journalistic invention represented by the unique service sup- 


plied each week through the news columns of ADVERTISING AGE is 
fully appreciated and enthusiastically utilized by the great industry for 
which it was designed. 


Advertising Age 


THE NATIONAL NEWSPAPER OF ADVERTISING 
330 West 42nd Street, New’ York 


537 South Dearborn Street, Chicago 
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OIL MEN SPLIT 
ON QUESTION OF 
RETAIL OUTLETS 


Other Codes Are Drifting Into 
Washington 


Washington, D. C., July 27.—The 
administration is confronted with a 
supreme test of its recovery pro- 
gram in the deadlock in the oil in- 
dustry over the “lease and agency 
and lease and license” agreements. 
While Gen. Hugh H. Johnson has 
ordered the warring elements to “get 
together,” it is known that he is pre- 
pared to cut the Gordian knot ruth- 
lessly if they fail to do so. 

The battle is over the question of 
retail outlets. Under agreements en- 
forced by the major marketers, fill- 
ing stations receive premiums for 
exclusive representation. In many 
cases, the stations have no alterna- 
tive, it is asserted. 

This practice has led to a dimin- 
ishing number of outlets for the in- 
dependents and this is the sore spot. 
J. M. Koch, head of the Quaker State 
Refining Company, said his company 
has lost 21,000 retail outlets since 
Jan. 1, 1930, as a result of the poli- 
cies of the big companies. The de- 
cline in gallonage was no less than 
11 million, he indicated. 

Some retail codes have been sub- 
mitted to General Johnson; others 
are expected in the immediate fu- 
ture. One of the most forceful yet 
formulated is that of the National 
A€sociation of Retail Grocers. 


A Forceful Code 


Some of the provisions which af- 
fect national advertisers as well as 
retailers are: 

“The offering or giving of rebates, 
prizes, premiums, coupons, gifts, or 
‘free goods’ directly or indirectly, in 
connection with the sale of any 
goods is an unfair practice. 

“The offering or sale of goods at 
a price less than its replacement 
purchase cost, f. o. b. store, plus 10 
per cent to partially repay labor 
costs, shall be an unfair practice. 

“The sale of any article or articles 
at a price which is contingent upon 
the concurrent purchase and sale of 
another article or articles, or the 
selling of different articles in group 
or combination at a single or group 
price which does not also specify 
the selling price of each separate 
article constituting the group or 
combination of articles sold is an 
unfair trade practice. 

“The abuse of buying power to 
force uneconomic or unjust terms of 
sale upon sellers and the abuse of 
selling power to force uneconomic 
or unjust terms upon buyers is an 
unfair practice. 

“Substitution of merchandise is an 
unfair trade practice. 


Hit at Rebates 


“Special secret allowances, by 
way of discounts, brokerage, storage 
or advertising; full discounts in 
cases of delayed payments; rebates 
or other allowances by any name; 
free deals, direct or indirect, by way 
of gifts or sampling; special services 
not available to all under the same 
terms or conditions shall be unfair.” 

It will be noted that the retailers, 
while attempting to regulate prac- 
tices among themselves, make an 
effort to discipline manufacturers at 
the same time. 

The National Retail Dry Goods 
Association has also completed its 
code. One of the outstanding fea- 
tures is this paragraph: 

“The use of, participation in, pub- 
lishing or broadcasting of any state- 
ment or representation which lays 
claim to a policy or continuing prac- 
tice of generally underselling com- 
petitors is an unfair and uneconomic 
practice.” 

This was inspired, it is said, by 

e famous advertising of R. H. 
Macy & Co., New York. Another in- 
teresting provision allows any re- 
tailer to advertise his own goods, 


WILEY POST 


"ENDORSES" SOCONY-VACUUM 


Although you doo't use an aviation grade of 
gasoline and o:! io your car, Socooy Mobsigas, 
Secoay Ethyl aad Mobilod for your car come 


Mobil-ize 


SOCONY - 
Mobilgas-Mobiloil 


T girdles the globe 


vit SOCONY-VACUUM 


HADs direct isterest io Wiley Post's 

ing faght. He used Socoay 

Mobilgas and Mobiloil—evistion grades— 
selected 


from the same choice crudes, are refioed in the 
same refinenes and manufactured with the same 
care and precision as the fuel and lubricants 
used by Wiley Post in the Winnie Mac. 

Pidy sale. Mobilize your car with Socoay 
Mobu|gas or Socony Ethyl ia the tank, Mobiioi! 
ia the crankcase, Mobilgrease for chassis lubri- 

work 


STANDARD OIL COMPANY OF NEW YORK, INC. 
A SOCONY-VACUUM COMPANY 


Taking advantage of the breath-taking flight of — Post around 


the world, Standard Oil Company of New York use 


this copy in 


metropolitan dailies this week. 


services and prices, but forbids ref- 
erence to those of competitors. 

The National Chain Store Grocery 
Distributors’ code fixes a_ selling 
price of “prevailing market, f. 0. b. 
point of distribution, plus 10 per 
cent” as the minimum. Since this 
is the same limit fixed by the Na- 
tional Association of Retail Grocers, 
it appears on the surface that the 
lamb and the lion are going to sleep 
side by side. Close observers, how- 
ever, say this estimate is too opti- 
mistic. 


Ban Production Limit 


Detroit, Mich., July 27.—The plan 
of controlling production, which has 
been one of the bugaboos of success- 
ful individual manufacturers in many 
fields, was rejected by the automo- 
tive equipment industry in adopting 
a code here at the Book-Cadillac 
Hotel. 

Under the code, the National 
Standard Parts Association will be 
merged with the Motor Equipment 
Manufacturers Association as the 
Automotive Parts and Equipment 
Manufacturers Association. 

The proposal was that an increase 
in the capacity of any group in 
which over-capacity existed could 
not be made without approval of a 
disinterested body. The meeting 
took the attitude that such a rule 
would destroy initiative. 

An. associated proposal that would 
have prohibited customers—chiefly 
automobile manufacturers—from in- 
vading the manufacture of parts, 
rather than accept price adjustments 
which must follow adoption of the 
code, did not reach the floor. 

Parts and equipment manufactur- 
ers under the new order will be 
prohibited from selling below “rea- 
sonable cost.” Although this gives 
individual manufacturers consider- 
able latitude, it is believed that the 
provision will operate effectively 
against cut-rate houses which have 
been a thorn in the side of many 
members of the industry in recent 
years. 

In other respects the code follows 
the outline established by other in- 
dustries. It forbids deceit in selling 
and disparagement of the goods or 
methods of competitors. 

The board of directors elected in- 
cludes the officers of leading manu- 
facturers in the field. 


E. A. A. to Hold Outing 


Engineering Advertisers’ Associa- 
tion, Chicago, will hold its annual 


outing on Wednesday, Aug. 9. 


Retail Store 
Ties Up With 
Ripley Craze 


Chicago, July 27.—With Robert L. 
Ripley, creator of “Believe It Or 
Not,” the celebrity of the day in Chi- 
eago, Marshall Field & Co., leading 
department store, tied up with the 
event by running a full page “Be- 
lieve It or Not” advertisement in the 
Chicago Herald and Examiner, which 
uses the Ripley feature. 

The page had the familiar heading 
and the drawings were made in the 
Ripley style. 

“This man could walk from Chi- 
cago to Cleveland without wearing a 
hole in his 75-cent Super Service 
Socks,” was one of the “Believe-It- 
or-Nots” used by Fields. The accom- 
panying illustration showed an ath- 
lete performing this task, with the 
socks lending an unusual touch to 
his appearance. 

Another depicted a gentleman in 
the act of thrusting a thermometer 
into his trousers, the explanation be- 
ing that “by actual test these slacks 
at $1.95 were 10 per cent cooler on 
this man’s legs than his woolen 
trousers.” 

Ripley spent a short time at Field’s 
store, autographing copies of his 
book and otherwise satisfying the 
curiosity of his following. 

He addressed the Advertising 
Post, American Legion, at its weekly 
meeting. 


Steiner to Market 
New Mills Freezer 


Harry E. Steiner, formerly vice- 
president and general sales manager, 
Holcomb & Hoke Manufacturing 
Company, Indianapolis, has been 
named general sales manager in 
charge of all refrigeration products 
and several other specialties for Mills 
Novelty Company, Chicago. 

He will begin building a _ sales 
force of 500 specialty men, to work 
out of the newly established Mills 
offices in Chicago, New York, San 
Francisco, Boston, Detroit and Pitts- 
burgh. An extensive direct mail and 
business paper campaign for the 
cempany’s counter ice cream freezer 
is also planned. 


Baskin Starts Agency 


Salem N. Baskin has resigned as 
president of Baskin, Inc., Chicago 
men’s wear chain, to engage in the 
general advertising business. He has 
opened offices in the Bell Bldg., 307 
N. Michigan Ave. 


FULLER BRUSH 
WILL PRODUCE 
TOOTH POWDER 


Announces Plans as New 
Studio Is Opened 


St. Louis, Mo., July 27.—Plans for 
invasion of a new field by the Fuller 
Brush Company, Hartford, Conn., 
were revealed by the opening of a 
new display and sales studio here. 

The company will shortly embark 
on the manufacture of a dental pow- 
der for natural teeth, to be sold 
in connection with Fuller Tooth 
Brushes. The new product will 
complete the company’s dental 
brush line. Heretofore it has made 
brushes for both natural and arti- 
ficial teeth, but powder for dentures 
only. 

The company is constantly adding 
to its line and several new brushes 
are on display at the new studio. 
One is the Bristlecomb brush, which 
is designed for the trying usage of 
beauty shops as well as for indi- 
vidual use. Several local beauty 
schools already have made the new 
brush part of their equipment. 

A new principle is involved in an- 
other hair brush displayed by the 
company. The construction is of the 
open-back type, which allows water 
to flow through the back, facilitat- 
ing cleaning. 


Has Chain of Stores 


The new display and sales studio 
is the twenty-fourth opened by the 
company. These establishments sup- 
plement the work of the salesmen, 
while enabling them to squeeze the 
last drop of business out of their 
efforts. 

Salesmen call on the average 
home only every five or six months. 
In many cases they do a good sell- 
ing job, but are unable to close the 
deal because the owner may have 
an adequate stock of brushes at the 
moment. 

The new studios provide a place 
where those who want brushes be- 
tween calls of the salesmen may 
gratify their desires. Every sale 
made by the studio is credited to 
the proper district salesman. This 
policy has made the salesmen en- 
thusiastic about the new stores, 
while giving the company a sub- 
stantially larger volume of business. 


Use Newspaper Copy 


Another interesting angle to the 
development of these display and 
sales studios is that where they ex- 
ist, a considerable volume of news- 
paper advertising is being done. 
Heretofore the company has adver- 
tised in magazine and radio almost 
to the exclusion of other mediums. 

Everyone visiting the studio is 
presented with one of the small 
brushes used by salesmen as door- 
openers. 

The local quarters are consider- 
ably more pretentious than the ma- 
jority. Space is provided for sales 
meetings, as well as for the indus- 
trial brush division. 


Brisbane Extends Talks 


Arthur Brisbane, famous editor, 
has extended his series of talks on 
the Gulf Refining Company program, 
broadcast over a nationwide NBC 
network, for two weeks. The series 
was scheduled to end July 23, but 
Mr. Brisbane will be heard July 30 
and Aug. 6. 


Women to Golf 


Women’s Advertising Club of Chi- 
cago will hold its annual golf and 
bridge party at Medinah Country 
Club Saturday, Aug. 12. Mercedes 
Hurst, Commonwealth Edison Com- 
pany, is in charge. 


Byers Names Agency 


Advertising of A. M. Byers Com- 
pany, Pittsburgh, has been placed 
with Aubrey, Moore & Wallace, Inc., 
Chicago. 
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DIRECT MAIL | 
DIRECT MAIL DEALERS—Ad@ || —— 
vertisers—Get this new publication | 
—the Mail Order Journal—publisheq © 4 
for direct mail dealers, advertisers, Vv 
ete. Low advertising rate—5000 cir. 
culation. Sample copy, 15c. Year’s 
subscription at special rate of $1.00, 
Good only 90 days. Subscribe NOW! 
Advertising rate card on request, 
Write! The Mail Order Journal, ZL. 
Box 15, Hays, North Carolina, 3.13 || DIRE 
HELP WANTED ei 
SALESMAN TO CONTACT manu- — 
facturers of nationally distributeq “<-— 


products to introduce new, attraetive, gover m 


compact type of Neon sign for dealer 
display. Advertising sales experi- 
ence essential. Give complete de- 
tails of education, experience, age 
and salary. Box 367, ADVERTISING 
AGE, Chicago. 


ADVERTISING AGENCY, old es-_ 
tablished, medium sized, has open- — 
ing for man with one or more good ~ 


will s 
ail wil 


; ork ha 


DIR 


accounts. Want young live wire who 43 Wes 
may later qualify for an interest in — 


business. 


Commission, or ition) —— 
account if justified. Congenial, co- 


operative associates. 
perience, remuneration, size of ac- 
counts, ete. Box 368, ADVERTISING 
AGE, Chicago. 


Give age, ex- 


a corker, offers a young advertising 
salesman a real chance to make a 
living, in New York City. Straight 
commission, but good commission. 


Ground floor chance on publication © 
telling — 
to Box 370, ADVERTISING AGE, — 
New York City. 4 


which looms large. 
all, 


Write, 


ADVERTISING AGENCY WANTED 


Interested in consulting agency on 3 
an Advertising and Publicity pro-— 
Account will develop into a 


gram. 
volume of business for the Agency. 


Address Box No. 7, Aurora, Illinois. — 


POSITIONS WANTED 


COPYWRITER—Versatile, with 8 


years of advertising experience. Pub- 


lication, direct mail, catalog makeup — 
and house organ editing. Also two. 


additional years of advertising pro- 


duction through printing sales and | 
Box 362, Ap-— 


estimating experience. 
VERTISING AGE, Chicago. 


ADVERTISING MAN, good copy, 
attractive layouts; have workable 
knowledge of printing, art, engrav- 
ing, paper; 15 years’ newspaper ex- 
perience. Let me give you _ inter- 
esting details. 
AGE, Chicago. 


CREATIVE ABILITY, RADIO 
SHOTS—children’s stories, good or- 
ganizer. Understand female appeal 
in Advertising. 15 years of unusual 
experiences in children’s 
Young woman. Best 


._— 


iT 


A BRAND NEW MAGAZINE, and _ 


Box 369, ADVERTISING 


work. — 
references. — 


Salary or salary and commission. 


Greenleaf 8338. E. Brown. 
1621 Oak St., Evanston, II. 


Write 


Firm of Ivy Lee and 
T. J. Ross Is Forme 


Ivy Lee, famous director of pub) 


lic relations, has announced forma- 
tion of the firm of Ivy Lee and T. J. 
Ross. Mr. Ross has been associated 
with Mr. Lee for the past 14 years. 

Junior members of the firm, who 
have hitherto been members of the 
staff, are Burnham Carter, Harcour 
Parrish, J. M. Ripley, J. W. Lee, II, 
and Ivy Lee, Jr. 


Cc hutiietien Men Golf 


The annual outing of Circulation 
Round Table, Chicago, was held at 
Edgewood Valley Country Club, La 
Grange, Ili., July 27. 


Bellanca Has Agency 


Bellanca Aircraft Corporation, New 
Castle, Del., has placed its advertis- 
ing account with Aitkin-Kynett Com- 
pany, Philadelphia. 
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Acts as Marshall 


Col. Garrit C. DeHeus, president, 
Freeze-Vogel-Crawford, Inc., Milwau- 
kee, served as grand marshall dur- 
ing the industry parade held July 
19 in connection with the annual B. 
Pp. O. E. convention and Milwaukee 
homecoming week. 
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PUBLISHING CODE 
DRAWN UP; CALL 
MEETING AUG. 4 


(Continued from page 1) 


is most important that you attend 
the Aug. 4 ratification.” 

Following approval by mail of the 
code by the National Publishers As- 
sociation members it will be filed 
with NIRA. 

The N. P. A., the Agricultural 
Publishers Association and the As- 
sociated Business Papers, Inc., will 
serve respectively as the nucleus for 
three of the four divisions into which 
the industry will be organized. The 
fourth will include fraternal, relig- 
ious and miscellaneous publications. 
Employment regulations in the 
code provide for the right of em- 
ployes to organize and bargain col- 
lectively through representatives of 
their own choosing, or to bargain in- 
dividually as they may desire. No 
persons under sixteen years of age 
may be employed, except that per- 
sons between fourteen and sixteen 
may be employed for not to exceed 
three hours per day between 7 a. m. 
and 7 p. m. Salespersons working 
on a commission basis are not con 
sidered as employes. 

Maximum working hours shall be 
uniform over the whole country. 
Standard working hours shall be 40 
hours per week, but editors, business 
executives, artists and salespeople 
receiving not less than $30 per week 
shall not be limited by this require- 
ment. Standard working hours shall 
not apply to watchmen, repair shop 
crews, engineers and firemen. In 
ease of necessity permission may be 
obtained to exceed the limitations, 
provided that no employe shall work 
more than 1,040 hours in any six- 
month period. 


Minimum Wages Fixed 


Standard minimum wages for em- 
ployes shall be not less than 30 cents 
per hour for women and 40 cents per 
hour for men, uniformly throughout 
the country. Apprentices and learn 
ers may be paid not less than 80 per 
cent of this schedule during the first 
three months of their employment. 

It is common knowledge, the code 
states, that subscriptions are usually 
sold at less than the cost of produc- 
ing the periodical. 

Because of the conditions under 
which advertising space is sold, “it 
is impossible,”the code says, “‘to rule 
that individual issues must be profit- 
able; and because of the wide varia- 
tions existing between periodicals in 
page size, in character and weight of 
paper, in quality of printing, in 
methods of distribution and in many 
other factors, all of which greatly 
affect costs, it is impossible to estab- 
lish minimum rates to apply to all 
publications. 

“It is recognized that advertising 
is one of the most essential elements 
of distribution, and therefore must 
play a vital part in national recov- 
ery. 

“The periodical publishing indus- 
try can and will assist in increasing 
employment and wages and in in- 
creasing consumption of industrial 
and agricultural products, but its 
principal contribution towards the 
success of the recovery must be 
through increasing the volume of ad- 
vertising in its periodicals. Such in- 
creases will be of great assistance in 
rehabilitating the industry and in 
accomplishing the results to be de- 
sired; but in an additional and more 
important way such increases in vol- 
ume of advertising will stimulate the 
businesses of advertisers and _ in- 
crease employment and wages in 
their establishments by many times 
the amount possible in the publish- 
ing industry itself. 

“To accomplish this purpose, the in- 
dustry through this code must re- 
strain certain practices which have 
developed in the publishing field and 
which are harmful to the public, to 
publishers and to advertisers. All 
harmful practices work to defeat the 
purposes of the recovery act. 

“1. Misleading or deceiving custo- 


mers with respect to the service to 
be rendered shall be a violation of 
this code. 


“a, Editorial independence by 
each member of this Institute must 
be inviolate and any deviation shall 
be considered an infraction of this 
code. 


“3. The industry shall establish 
definite regulations designed to elim- 
inate the publication of misleading 
and/or untruthful advertising and 
thus will protect the public. Disre 
garding these regulations shall be a 
violation of this code. 


“4. Circulation practices must 
conform to the rules and regulations 
of the United States Post Office De- 
partment and these rules and regu- 
lations shall be considered a part of 
this code.” 


“1. Circulation Practices: The 
circulation records of every  pub- 
lisher shall be open freely for in- 
spection by advertisers or advertis- 
ing agents or by the United States 
Post Office Department and all rea- 
sonable auditable information which 
they request shall be furnished. The 
publisher of each periodical shall 
publish in the first issue of such 
periodical after April 30 and October 
30 of each year a sworn statement 
showing the average number of 
copies per issue of such publication 
sold and distributed during the pre- 
ceding calendar six months’ period 
ending December 31 and June 30 re- 
spectively. Such statement shall 
also show the percentage relation- 
ship of the copies actually sold and 
the copies distributed free. Copy of 
such issue shall be filed with the Sec- 
retary of the Institute. Failure to 
comply with the requirements of this 
paragraph shall constitute a viola- 
tion of this code. 


Must File Rates 


“2. Advertising Rates: It is a re 
quirement of this Code that publish- 
ers must file with the Secretary of 
the Institute a complete schedule of 
all advertising rates. Failure to do 
so shall constitute a violation of 
this code. 


“3. Maintenance of Rates: It is 
understood that publishers shall 
make no deviation from their pub- 
lished rate schedules on file with the 
Secretary of the Institute either in 
the form of money or otherwise, or 
secretly extend to certain advertisers 
special privileges not extended to all 
advertisers under like terms or con- 
ditions. Where terms provide for 
time or space discounts and they are 
not actually earned, settlement must 
be made on short term basis. Any 
deviation shall constitute a violation 
of this code. 


“4. Records: Failure to main- 
tain records or wilfully maintaining 
or issuing an inaccurate or false rec 
ord of circulation or of advertising 
shall constitute a violation of this 
code. 


Allows for Adjustments 


“Where, however, the cost of ful- 
filling term and/or space agree- 
ments for advertising entered into 
prior to July 1, 1933, are unduly in- 
creased by the acceptance of this 
code and the codes of allied indus- 
tries under the National Industrial 
Recovery Act, it is equitable and pro- 
motive of the purposes of the act 
that proper adjustments of such 
agreements be made by mutual con- 
sent between the parties thereto, or 
by arbitration, and the executive 
committee of the Institute will assist 
in effecting such adjustments. 


“5. Defamation of Competitors: 
The defamation of competitors by 
falsely imputing to them dishonor- 
able conduct, inability to perform 
contracts, questionable credit stand- 
ing, or by other false statements or 
representations, or by false dispar- 
agement of the grade or quality of 
their product, with the purpose of 
misléading or deceiving purchasers 
or of injuriously affecting the busi- 
ness of such competitors, shall con- 
stitute a violation of this code.” 


Tire Prices Up Again 
All leading tire manufacturers and 
mail order houses announced an- 
other ten per cent increase in tire 
prices this week, the third advance 
of that amount in less than three 
months. 


Coe Forms Agency; 
Has G-E Account 


Charles Francis Coe, well known 
author and formerly operator of a 
sales promotion organization, has or- 
ganized Charles Francis Coe, Inc., a 
new agency, with offices at 570 Lex- 
ington Ave., New York. Raymond 
Hinchman, formerly with Lennen & 
Mitchell, has joined the new agency 
as production manager. 

General Electric Company has 
named the Coe agency to direct an 
institutional drive featuring all of 
the company’s products. Present 
G-E agency connections remain un- 
disturbed. 
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of which 1,626,203 
are adults. The 
balance are young 


women. 
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field 


HOME MAKERS EDUCATIONAL SERVICE 
Gerald B. Wadsworth, Director 
Freeport New York 


Color Ben Day Process 
Printing on Newsprint; 


Your Plates or Ours 
Shopping News— Cleveland, O. 


Noticed— 
Not Just Seen — 


An editorial content that is regularly jammed 
full of useful ideas and is an authoritative inter- 
pretation of the leading thought in a given field 
commands the attentive study of each issue. It 
assures the advertisers that their message will 
be noticed, not just seen. There is a vast 
difference. 

If you have a message that will meet a vital 
need of the profession now is the time to use 
Architecture and take advantage of its command- 
ing reader interest. 


Leading Professional Journal 


ARCHITECTURE 


Published by Charles Scribner’s Sons 
597 FirrH Ave. New York City 


LLiustRate anad 
—and double its 
pulling power. 
"Illustrate" radio 
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and watch the 
sales curve mount! 
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EINSON-FREEMAN CO., INC. 
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STARR & BORDEN AVES. LONG ISLAND CITY, NEW YORK 


DIRECT TO 
THE HOME 


IN CHICAGO IT IS THE BIG 4 
ADVERTISING CARRIERS 


We offer a service in home-to-home distribution, which has become 
known for intelligent planning—thorough organization—exacting supervision 
and experience in organized marketing efforts; supported by thorough knowl- 
edge of the composition and characteristics of this great central market. 


BIG « 


ADVERTISING CARRIERS 
20 EAST 8'' ST. CHICAGO 


your daily newspaper. 


tion every week ! 


Don’t Borrow—Read Your Own 
Copy of Advertising Age! 
Advertising Age costs no more per copy than 


Enter a personal subscription for yourself and 
be sure of having up-to-date advertising informa- 


ADVERTISING AGE, 


537 S. Dearborn St., 
Chicago. 


$1 a Year .. 52 Issues 


USE THE COUPON 


mm eee ee 


You may enter my subscription for one year. I enclose 
$1 (check, currency, or money order). 
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PHOTOGRAPHIC 
REVIEW OF THE 
WEEK 


BEAUTIFUL AWARDS TO ST. LOUIS ADCLUBBERS 


FILLING STATION FINDS "PLAYGROUND" BUILDS BUSINESS 
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Porter Leach of Outdoor Advertising Agency, who operates this Shell service station in Chicago, has 
found that the installation of a large lawn at the rear of his station boosts sales greatly. Out of town 
visitors as well as neighborhood people find it most convenient for a quiet rest or a game of croquet, 


HEAT? WHY WORRY? 
—s Fi usegtc fit-or stewashed - 


BOM [THE wronc way] 


The Falstaff Cup, President's Trophy, and Anheuser-Busch Cup, which 
have been awarded to members of Advertising Club of St. Louis for 
outstanding service to the club. Joseph B. Wells, D'Arcy Advertis- 
ing Company, won the Fa!staff Cup; the Anheuser-Busch award went 
to Louis A. Zimmerman, Woodward & Tiernan Printing Company; 
and the President's trophy was won by Hubert J. Echele, Warwick 
Typographers. Various local industries donate these awards each year. 
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Clever Girls Save Money This Way... 
7s = . 


sai Tet 


Cecilia Parker, Monogram player, 
cools off with the aid of a Norge 
refrigerator. 


“EVEN SOME OF MY FLOSSIEST eve- 
ming frocks go into Lux suds, for any- 
thing safe in water Is safe in Luz. Piaid 
taffetas, bright organzas, printed silks, 
faces, all stay chic and fresh with Luz!"* 


(Left) Attractive display for Toasted tre the Jat ip ito Wokewarm Lat 
Cheese Thins, product of the newly ieee 
organized Educator Biscuit Com- 
pany, which is making a determined Current newspaper copy for Lux has the product itself doing 

drive on the Chicago market. * talking, a | also introduces a new type of "comic strip.” 


MARRIES ILLUSTRATOR 3 : —— 
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Martha Ann Bohan, a model in the 
Helen M. R , vice-president, Advertising Federation of Amer- Chicago studios of Underwood & . 
ica, center, installed Nan M. Collins, left, as president of Philadelphia Underwood, who was married this Here is the model "Blue Bird" which secured a trip to Chicago for i 

_ Club of Advertising Women at a recent dinner meeting. At right is week to John Paul Pennybaker, chief builder, in the Kansas City contest sponsored by Skelly Oil Compan 

Mrs. Pauline B. Peters, retiring president. illustrator for the organization. in connection with its current radio program. (Story on page 2 


a ae ree 
a ae ’ 
= mae een eee reer eee 4 | | : | 
Sop a 
: + = 
. ; ‘ ‘ . 
, ee ' 4 P 
ss gue’ ; a 
—— , ; : 
re ¥ ~~? i 
mae 
4 4 
ais, 4 J 
‘ x ’ ~ _ 
 # —_—— y 
. * ‘ & 
k : SIR pees 30 et SS ah ae, ak. ‘ mA are Stic eee”, & ae 
eens Oe el Sone a ~~ “ an - a, mors 3) 5 an 
- te or eS - sae Ne . . ~ oe - ae, 
gi ge en OX in sia tl heore x = ae. 2 Se ree . eyite: ‘ vie: 
a See eee SE are = ee, ee ee ee Tan ia 
i tag ae =e Set 223 ae <. a SoS Se tS ~$Qe 7. e “open ey 
pe: ieee Sa as =e oe ae es cat ee : : meta 
ey a eee ~ te ea q a = : 3 wie ¢ : -govihiauaa daa 
ae por <= Ses aides uO Cen geae's rly ol ee © a. oa Pie tu ees 
mat ie 0 8 ae [Siti Lees Pe ER: ae eet ae er, +4, Noa a 
eee e's aes! . “$f 4 ot Pe:* = - ee - aot - see ee : s “E: hf 4 4 kin ee ee 
=a Sallie... 4 See ees er oe eo ff o> : pee 
ened ne «| See, Ore 7 IT lfezs’ i ARES ree ee aie ee) ob ba : ee ea 
a ee ee AS xr: ie M2 oe Bee ti . 
ae . _ a ' oe SS 9: e > ® £4 | 
ye - aaenaess ican * $ ya “a ae at « ? unl a} sk 3 cae ie 4 es <4 mie oe 
aw TT oe si : es : a lies BS ia : cia * ag en Mais poe a ¥ ee ee 
seca 'e » SRE sts. S 4a - me Rit a i ‘ aes sk nly CAME ed . oe ca i! od Nae oe 
Say eo a _ rat: > Sr > - ae TT es oe « bay pe j ¥ ae Ae 
— any SS e J |e Be) ‘ogee a Se wens oe ae \ ' ay. 
ag Sate * 8 Oey . : | ‘1 Pe i s . ; yo iO 4 Y r an eee pe Resin. 4 2 4 a ee ’ - P AR aa wa ress 
Aruba ey - s % . | o ? th . . a“ = > eee fi ; 7 ; a Ace 
csr : ‘ ‘ a aes ~- ‘~ 3 ee oe, ? (ei es Ay ~ fa! a oe ee jem Sees 
pape: se = -—_ ¥ oe a ce = Tite at gy. Tee Pee Oe = SG agle 
rte ee : ou u Ps s is ‘ > if oe sah Rae * ‘ cme. Ps Bb aks oe nxt a UO olin Fe 
Ss are ee » : i & SM Mile! Stee SR Bs + poe Seeks re iver, aS mth ey A eee ee, ee 
ae 7 ed f +f i te Pe ee aoe py : ENE Narahari Lepeot aes IO ISO LE eam do ia) 
sa ‘4 g Se : / | é | : <p bie - oe % » & ee ai cheb se: ; * or A geet’ ye ne wee th tg ? ad 3 ia 4 Boe ai Se 
bees Yo ee: + i Seal WET yap eis ee ia eee HEY ones Ry yg BY ahh Wee oe Sa a aes 
iia oad as. 1 i ; ae ‘2 sla ois Pen Reheat te oO ines ere Sane oe —-_ 
Gl q ‘s ~ ey : “e* ne ar — Sam SS eae Th eA : > lite & Pe BORE ote ye Bat ee 
ae har i @ : o whe Ses ee ae! af BR ene eh hs & yo dang CNS «i re fon ME Rs wee 
Siete . 3 * eee Sn tee kt. OP eh ee ak , ee 
Bee s ASF RG Pe Res ge a ied 8 od : Pe ay, fis Pah ss nt x uted OY Ee aie 
poet ee ‘ 4 4 3 i a tae res, nig “it ie ae. | an aa soe Ket, i Dalia) a as 
ae = : \S , 3 ; ; i — + Ma Re nee pa IS “J Basset y 
ake ‘ : re RSS ‘ SF oo - | ee 
Sees : j : tel 5 ae earn. 

a at a ik 2s & $ eee aes 
Net naries * pe 3 * Fy S x Z —— ; 
hi drs : vi - eee Bee 4 Ate ee na’ 
Pe ee Rs : : a ame ¢ Des | a8 Cee 
eee ° ‘ he a. Unaeeers Ae Te 
ae ‘Se ad ; v ae “ “ | ; iar eee td 
nike es 2 ages ae oe ee © ame ma g ras es oa 

rs ily : ‘ : be dis Na er ~ yaaa 
pees: . — . ee, ae 
Bae. s Bik ec “a rete : 
+ BEES — Re — x (abe | . 
Fea 25 el om Be ee 
ees 
a . ¢@ . \\ pees 
so 4 } 5 - j O ea 
é. -_ 4 j %& D WA ite bes 
Pres.) . ‘ ———4 - 
gner Rox ~~. =~ “ . J 
ic A ae, ta s a X af 
=— et a At? SS N , 
ae Somes. . ; a \ / 
. aa ~.. hans —— YL C ¥ 
2 © 7 ne ight ed sh Sit AR) . x . —— rie 
ies a Be (3 oe eee Sl Notley Se eee ¥ <3 - . a ence hs 
: Cera ete | fans eee ER: > een a. an ica ee ee Ser aor OO aN ae gs 
he } cit Se LT her. ine Romani? 3" > eS pea ee er eae ven Ey er eee * ~ —-, 
us Ge Sk i on ee 4 ORS ee Sy SAE 3 —_ . a x . 
e ee wee “7 Bees aa ‘ge | Ss ts ed _ ? 
a an & dd hast lak « 4 g - | 
oe pa eee ae j aie bos ie eee = a , 4 p 
so ss gg Re : ites > oe = ee ~ oe es 2 i 
‘ Bo Cera: iii oe eA CHEESE = hoi ~ iy ay = Oy - Tay aT 4 _ 
> oe Oe OS Fy eV. e638 att ~ Ja ioe oc 
:. a ste a SS : ) aa = 2 a a 3: et ys cm wre ne = es gi ial 
a rs 7 * aaegpannee *, 40 Oa eS - os ma eh => — — ie 
re >: BOOTED, GRLTED. SUTTER g eer so 8 — .) r Sie I -_ Verena 
- en a3 a oY” ns oak < ; =a oe +s ° j . \ , IEEE ita 
me oS. > ii 4 ee oe ee ” bag Weg 
eee: i { t. < +0 Me sd ae, | 
ee ce mht. cole "1 ? Fae S26 B | adc 
Pein! 3 ee ee nmeaX : 2 J ; CHEESE F new eee = vi a rr Satie 
ey —ae a en cos | ou peas 
ine: oe ee COE THe } ‘B See we Behe = y <> Pes / gm LX - 
i es vor —* . . <a ce.” & last ' Y : / kon 
ae = ge ay * & . a” 3 . 4 Se : a f a J) Ke 
ee al laa eae ¥ Ce a ae ‘ a D ve . oy OV i 
e i ae Pest Te GT all 4 \ as 4. © ut, Ei. Aix sae as 
ji Se oe” ee a me © t-" © & Ly! Deg. SW He EXO y . ae 
’ am a Sa pate a Ae IS eee MN ao a [he tt], A ae ee ako es SONS, Me? oa a 
eee co oe a aot © ice rin ORR A-2 ee o8 Se Sere D hase “Ke See fs —. iis / ee . 
ree By scr oP : : — y > Pee. A> Ms Sey’ A) Reo Prete L | ba iw G : 
ee ee ‘ yO eS a ee NY) Z Keane it NX “a See NG sy ie : 
| > r eee $ : - : . ™* a le pares e Tene ‘ = vz Wik - ay 
ee: ar Ee Coane sit OS = Dargie VV Ty) iy ue xh 4 A: 
: =e yas oes Faos f ie. 4 a x x? <* , Se ia Pair y/ Ay, = pe it LU ee EE ete, 4 
‘ | ; : 1, t Za nh - wits, » D es 2 Adit 2 bi néer / 
: By? toe ae ot & = s mee, oe, . “| WOULDN Jg » wi ; 
; / Ee Pas : ek. ir aipeaaiaiaaien caemcaniaall? — Ay. a hs: “I LUX SWEATERS — wool ones and “I WOULDN'T TRUST blouses, es i 
Ms Ss 9 ce: -. B e = si 
aes «rate £ 5 wwe x P gee Fe 
Oman . ce : ? 4 Se me ~- th 
+. : . a , =a ed 1 
; Aart A 
or" So Seer : le irae? 
eet : a a eee 
a ili i a ce ee 
: = . tai athe 
; , i ewes 
Cry * np tay 7 
z — —— : : . haere Ie 
——— ; & ae ae 
bs lt SN 4 . a. care 
ee ae | a 3 ee es ny eae ee aes de, . | ae " , iy aia: hs 4 ae se 
= : ss Oe aR ee eT on, Se ARE een ERE, Oi ae wee seal 5 4 ete? ee ; se RS ok aoe 
ee ee eee eS ec Ae siaise ae i to eal sw a‘ se i i ‘ Fe ¢ | i Ses ate on } ee san 
se Rai oh te ee Pe eens a Se eae -. ae ict a TN gle 
or gate ik oa gle ae gett ig eee ee <— ee %. iy. 1.= y = % Zs, 
esc gl tee a ‘<3, ae yf Mg ‘applies = 
eon etre ee Bee ea we 23 % ae ii ; a *, a — _ . 7 
= ee pe ae : 2 e Ly i 4 ’ . x 
ee eae. : f 4 — Py ; 
2 ae . of ce A F 3 es 2 s : “a > HRs s 
; . : Pa a a5 @ sy By a 4, ce ie 
} . , On ‘ ae ae - 4 ‘ 7 re | ere" 
‘ : . bag fm - ; - - a 7: . fa a ald ‘ 
fc ® Sr a” Se Te 
‘e ‘ae : a Ba  — > a ' ~~ ™ * : 
7 Yes é F . a — a ee cee . ’ . OF : < ‘ 
Ow ~ - > & ; x s ~ ‘ . d eo ‘ae: ate ee a Megas ae - : & .. \ y ee 
| se » om ,;. = a ‘fi, 4 - g .. ie 4 Faas: ew > i ey “~¢J 
oe = 4 a ad ; ey 2 : » be a oS i . j 
Gees + |! Wet’: | ” . — . < a | 
ww. « : i. oi ; "Se 2 : ; ae en : . bi ; ‘ 
Ser we A ~~ is a ant ha a4 ee , * | y = ‘ 7 << OX Y a a ee 2 : 
ee ho. PU Fe gies ae “ey ‘ a ee 
- ~ S Dita. = oes ee ‘on? es = aa +h # ° =? Ba a : 
¥ 3.3 x: j Pe: * 3 ots oa a P e ee woe ou i : # . 
a = e. > —- ep es  —— is s a ll aa we eg 
| ao ene \- 8S nie d | abe ct. » Aa... a va ae 
S Ma . AL le - we a » pee + vs 
‘aoe 5 — — be EY tia.” ae 5 7 irae a 
¢ om t es Fy o ee 5 erg A ss A a # ae ai te \ oo Bs 
é \ q Ss ar 7 Be. 0% g 4 a hess a i” a... oy 
. , oh: tad eo .  ®aae oe MES. : : 
5% os i a ; : 

; . Riek eleeancir eal Sey eto a ite a Mace ae lean Rae Dean eee Sees Soy a 
ieeaie ot) tobe ieee at sc aedeee pet Tene Ae oS ge aoe cee ne oe Ce Or bya fee ite ngs, es oon eee seen : oat | een eee ee x eo \ a es 
SaEh- | > Cece Seer eee inka le) Rn 3 ali Seca s Ts ia ier era ec 5s ee os | Ei) Sapna 2 fae ier i rs 2 To pe 
des (A eae Paw on oe 5 eee “ness vi ia Sere Pas!) eligi as. 2 es ee tte a0 

ae See pea a Reh ele cy eS " 
ed Rae ie EL a bee 1 bg 3 hg FSP on aS Ae ae 
NRG Te Me Hae aaa dal Pes 


